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Demand for sustainability oriented vacation options is on the rise as consumers 
become more aware of the negative effects that their travel may have on various 
destinations. Certifying tourism businesses as sustainable (much in the way organic food 
or fair trade coffee is certified) has been proposed as a means to ensure that ecotourism 
operations actually follow the principles of sustainable development.  This study used a 
serious tourism framework and a stated preference choice modeling approach to evaluate 
consumers’ preferences for different types of sustainable tourism certifications.  
Additionally, willingness to pay (WTP) for different types for certifications is important 
so that the value of these certifications can be determined.  The concept of serious 
tourism was also tested to determine whether it a valid and useful framework for 
analyzing tourists’ decision making.  Results indicate that consumer most prefer 
certifications that are focused on environmental protection and that more stringent 
certification provide little additional utility to consumers.  The six fold attribute structure 
of serious tourism orientation framework is validated and serious tourism does affect 
consumer behavior, indicating that it is potentially a useful framework for analysis. 
Finally, serious tourism was not found to have an effect on consumer preference for 
sustainable tourism certifications.  However, travel motivations did have an effect on 
consumer preference for sustainable tourism certifications.  Implications arising from this 
study include the introduction of a new framework for analyzing tourists’ behavior and 
decision making and a strong basis for creating sustainable tourism certifications that are 
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The Brundtland commission (World Commission on Environment and 
Development, 1987) popularized the definition of sustainable development as 
“development that meets the needs of the present without compromising the ability of 
future generations to meet their own needs” (conclusion, para. 1).  Sustainable 
development is often discussed as encompassing three spheres: economic, 
environmental, and social.  The economic sphere entails the aspect of providing for the 
needs of individuals today and into the future.  The environmental sphere involves 
managing the natural resources in a manner that people can continue to live off the 
earth in the future.  Degrading the earth’s environment could result in people not being 
able to satisfy their needs in the future; it could also cause numerous health problems 
that would render the population unable to provide for their own needs.  The social 
sphere encompasses the desire to protect the diverse cultures of the earth in order to 
preserve the global heritage.  The commission holds that sustainable development is 
key to creating a “future that is more prosperous, more just, and more secure” (new 
approaches, para. 7). 
As the future of tourism businesses are often closely tied to the quality of local 
natural and cultural resources, tourism has long been regarded as an industry capable of 
promoting sustainable development (Gunn, 1978).  The United Nation’s World 
Tourism Organization (UNWTO) holds that tourism has the power to reduce poverty, 
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augment social development, and promote sustainable development (UNWTO, 2007).  
However, tourism often fails short of these development goals, which is disconcerting 
of a supposedly clean industry.  The UNWTO, along with numerous government and 
international NGOs, realize that they must strive in the future to make tourism a 
sustainable industry.  Sustainable tourism initiatives and ecotourism are often proposed 
as a means of making tourism a sustainable industry.    
Making tourism a more sustainable industry is especially important given 
drastic increase of tourism, both numerically and spatially, in the post-war era.  The 
UNWTO (2010) estimates that international tourists arrivals have increased from 25 
million in 1950 to 806 million in 2005.  This represents an annual growth rate of 6.5%, 
far outpacing worldwide population or GDP growth.  Asides from the numerical 
increase, the industry is expanding spatially as well.  What were once far flung 
destinations for adventure seekers are slowly becoming inundated with tourists (Butler, 
1980, UNWTO 2010).  
In the past twenty-five years, the idea of ecotourism swept through the field as a 
potential means of promoting sustainable tourism development.  The first widely cited 
definition of ecotourism was published in the same year as the Brundtland commission 
and defines the concept as “traveling to relatively undisturbed or uncontaminated 
natural areas with the specific objective of studying, admiring, and enjoying the scenery 
and its wild plants and animals, as well as any existing manifestations (both past and 
present) found in these areas” (Ceballos-Lascuráin, 1987 p.14).  The idea of ecotourism 
became popular as a reaction to the often undesirable impacts of mass tourism such as 
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environmental destruction, inequitable distribution of economic benefits, and cultural 
commodification.  Ecotourism was then generally defined as tourism that would 
educate tourists, protect the environment, and provide economic benefits to locals.  In 
the late 1980’s and early 1990’s, the idea was approached with a great deal of 
enthusiasm as an idea that could revolutionize the tourism industry and marry the ideals 
of economic benefits to conservation and sustainability (McKercher, 2010).  Despite 
the best efforts of numerous academics, NGOs, and governments, ecotourism has 
experienced a “crisis of legitimacy” (Lawernce, Wickins & Phillips, 1997 p. 307) over 
the past 15 years as the term “ecotourism” has become practically embraced more as a 
marketing ploy than a commitment to sustainable development (Jamal, Borges, and 
Stronza, 2006).  The result is that destinations and businesses labeled as ecotourism are 
often not sustainable environmentally (Buckley, 2004; Stonich,1998), economically 
(Mbaiwa, 2005; Walpole & Goodwin, 2000), or socially (Belsky, 1999; Southgate, 
2006).   
Sustainable Tourism Certifications 
As scholars and practitioners began to realize that the simple idea of ecotourism 
would not lead to sustainability, research began to focus on means to enforce 
compliance with ecotourism best practices.  In the 1990’s ecotourism best practices 
were established and these served as guidelines for companies that promoted 
themselves as “ecotourim” should follow.  These guidelines were considered a the first 
step in what eventually would be a system of certifying tourism businesses as 
sustainable tourism certification system in which an organization certified responsible 
4 
 
companies and awarded them a label to use in their marketing (Font, 2002; Sasiharan, 
Sirakaya & Kerstetter, 2002; Sirakaya, 1997).  Some certification schemes such as the 
Eco-management and Audit Scheme and the International Standards Organization 
certification have been adopted by large hotel chains and the cruise industry; however 
these are difficult for smaller companies to participate in, so the tourism industry has 
generally preferred to use its own schemes (Font, 2002).   
A variety of industries have incorporated sustainable certifications into their 
fields with success.  The Fair Trade certification is one of the foremost certifications 
aimed at promoting sustainability.  This label works with agricultural products and 
primarily promotes economic sustainability by supporting price floors for various 
crops. The Fair Trade coffee certification is perhaps the best known.  The Fair trade 
certification is successful at creating a price premium for the product (Lyon, 2006), and 
the scheme does appear to promote economic sustainability by providing more income 
to poor farmers in the developing world (Pelsmacker, Driesen & Rayp, 2005).  In real 
estate development, United States companies can have their developments LEED 
(Leadership in Energy and Environmental Design) certified as environmentally 
friendly.  Despite being created fairly recently, LEED certifications are well known in 
the industry and provide a price premium for developers (Fuerst & McAllister, 2009). 
The UNWTO (2002) asserts that these types of industry specific labels can have 
an positive effect on the industry, stating that ecolabels have “tremendous potential to 
move the industry towards sustainability” (p. 12), and have  made several calls to 
consolidate existing labels and awards into a more comprehensive and widely 
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recognized system (UNWTO, 1999; UNWTO, 2002).  Scholars believe that green 
certifications may be an ideal tool to combat the potentially destructive nature of 
tourism due to their voluntary and free market nature.  Honey (2008) states that  
[Certifications] are uniquely suited to our times.  The prevailing notion 
for much of the 20th century was that social, economic and 
environmental problems could be solved by government intervention.  
However, over the last several decades the role of state has been rolled 
back, as corporations… [push] a new ideology, dubbed the ‘Washington 
Consensus’, which trumpets free trade, privatization, deregulation and 
economic globalization. (p.243) 
Certifications are a means to sustainable development that are agreeable to this new 
political reality.  
Certifications and ecolabels come in a number of different forms.  Ranked from 
least to most stringent these classifications are clearinghouse, pledges, awards, or 
certifications.  In a clearinghouse, the label is purchased from an organization.  The 
organization assists in marketing and promotion, often on the internet.  This 
certification generally has little to do with environmental protection and is more of a 
marketing ploy.  In a pledge, the organization pledges to abide by certain principles and 
perform certain actions but there is no independent audit or application.  In an award, 
companies can apply for the ecolabels, and the accreditation body judges the 
application and chooses whether or not to award the label.  In a certification, the 
company will apply and be independently audited to determine whether or not it 
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deserves the label.  Certifications are obviously the most stringent, which also makes 
them generally the most expensive for businesses in terms of both money and effort.   
Davis (1997) notes that ecolabeling programs generally follow six step:  1) 
Tourism sector selection in which the organization decides what sector or sectors of the 
tourism industry it will focus on evaluating, 2) environmental impact evaluation in 
which the total possible environmental impacts of the selected sectors,  3) criteria 
development in which the organization develops a preliminary set of criteria for 
reducing the environmental impact of the sector, 4) final criteria selection in which the 
preliminary set of criteria is discussed with stakeholders to narrow the focus down to a 
final set,  5) ecolabel award in which the awards are distributed to the qualifying 
businesses, and 6) periodic recertification in which the criteria and the certified 
businesses are reevaluated periodically. 
Font (2002) provides a basic framework for how a sustainable tourism 
certification system should work (see Figure 1.1).  He views the process as having five 
stakeholders and five key processes.  The stakeholders include the tourism market (the 
consumers), the applicant (business applying for the certification), the verifying body 
(the organization that examines the businesses sustainability), the awarding body (the 
organization that sets standards for the award and promotes it to the public), and the 
funding body.   The first of Font’s (2002) five key elements to a successful sustainable 
certification system involves the creation of standards, which the awarding body creates 
and then provides to the verifying body.  The second is the assessment of applicants by 
the verifying body.  The third is the certification of applicants who have passed the 
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assessment by the awarding body.    The final steps are that the entire certification 
system be accepted by the industry and the consumers as a process that both ensures 





While numerous problems and obstacles exist, some programs have shown the 
potential to become widespread, reduce negative impacts, and improve the marketing 
Figure 1.1: Framework for tourism certifications.  This study will focus on the circled areas by helping to 
determine the consumer’s interest in certifications so that awarding bodies can promote the economic benefits 
of being certified (Modified from Font 2001).   
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efforts and the tourists’ experience.  Some certifications, such as the Blue Flag program 
which certifies water based recreation and tourism resources in Europe, have already 
become fairly widespread with over 3,000 participating members.  Costa Rica’s 
“Certification for Sustainable Tourism” program operates in several hundred businesses 
and is believed to create a price premium for those businesses involved in the program 
(Rivera, 2002).  Successes such  as these show that certification systems can become 
widespread.  Some countries have developed certification systems that have become 
widespread, most notably Costa Rica (Rivera 2002) and Australia (Buckley, 2001).  
Rivera (2002) suggests that the Costa Rican certification succeeds in creating a price 
premium.  
Additionally, studies have shown that certified businesses can reduce negative 
impacts.  Certified organizations may use 20% less resources than comparable noon-
certified organizations (UNWTO, 2002).  In an evaluation of several case studies, Font 
and Harris (2004) found that certification could lead to sustainability in economic, 
environmental, and social spheres.  The Fair Trade in Tourism South Africa (FTTSA) 
certification network is a relative rarity in that it focuses almost exclusively on the 
distribution of tourism benefits through the community.  The program certifies 
companies that offer good wages, reduce external leakages, and have healthy working 
conditions (Seif & Spenceley, 2007).  This program is especially pertinent in South 
Africa due to high instances of poverty and the history of apartheid.  These negative 
characteristics of the country make the FTTSA a necessary marketing strategy as well, 
as conscientious consumers may be hesitant to support South Africa.  Font (2002) also 
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notes that the qualities of becoming certified may lead to more business by making the 
tourism experience better; he relays the story of a Caribbean Hotel that “is encouraging 
endangered turtles nesting, which has meant changing lighting and continuously 
working on customer education, but to the benefit of having a unique selling 
proposition that brings clients back” (p. 9).   
While sustainable tourism certifications appear to have the power to alleviate 
some of the problems facing modern ecotourism, a number of problems are hampering 
the development and implementation of these systems.  Broadly these problems can be 
categorized as demand-side, supply-side, and general ineffectiveness. On the demand 
side, the number of variety of ecolabeling schemes makes the consumers’ choices 
difficult, Chafe (2007) neatly sums the problem: “consumers are often daunted by the 
variability between different labels, the variety in standards and enforcement, and the 
lack of advertisement to communicate the meaning of most labels” (p. 184).  The 
UNWTO (2002) stress that “the increasing number, variety and popularity of voluntary 
schemes stress the need for consolidation, based on an evaluation of the effectiveness 
of existing schemes” (p. 7); consolidation will hopefully lead to more recognition and 
understanding by consumers.  There is a cyclical problem in creating consumer 
demand.   For consumers to have demand for sustainable certifications, there needs to 
be a widely known system adopted by numerous companies, but most companies would 
like to see consumer demand for certification before they invest the time and effort in 
earning a certification. It has been suggested that ecolabels need to achieve a critical 
mass of at least 3% to 10% of the overall local tourism market to ensure the long term 
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viability of the certification scheme and ensure that there is enough consumer 
awareness of the scheme to make it effective (UNWTO, 2002).  On the supply side, 
more particular criticisms of sustainable tourism certifications include that voluntary 
guidelines as ecotourism certification schemes are often criticized for being ineffective 
due to their self-regulated nature (Lawernce, Wickins & Phillips, 1997) and that 
ecolabels are currently much more prevalent in developed countries than less developed 
countries (Sasidharan, Sirakaya & Kersetter, 2002) and are difficult for SME’s to 
access (Crabtree & Black, 2007).  Finally, there is the general question as to whether 
these certifications are effective.  There is an urge to divert effort and funds that should 
be spent on sustainability into marketing and advertisement (UNWTO, 2002), so 
ecolabels may not even be immune to greenwashing.  Bustam and Buta (2010), in an 
analysis of labeled and non-labeled tourism businesses websites, found that the non-
labeled businesses actually appeared to do more activities to support sustainability.   
The Need for Consumer Demand Research 
While consumer demand for environmentally friendly tourism has been 
explored (Baral, Stern & Bahttarai, 2008; Brau, 2008; Kelly, Haider, Williams & 
Englund. 2007), the topics of consumer demand for certifications has not been 
addressed in more than a simple and cursory manner (for example Lubbert, 2001).  
There is currently no comprehensive study of consumer demand including for 
ecotourism certification projects (Font & Epler-Wood, 2007; Rainforest Alliance 2002).  
There is a need for research on the consumer demand for sustainable tourism in order to 
support the development of successful certification schemes. This need has been noted 
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in academic literature with Fairweather, Maslin & Simmons (2005) stating that 
“ecolabelling initiatives will require paying attention to visitors’ demand for ecolabels 
and, in particular, that they target different types of visitors” (p. 95). Ion and Ana-Maria 
(2008) similarly state that  
Customer surveys show a delitescent interest on the part of tourists in 
patronizing ecotourism suppliers, but to date, this interest does not often 
translates into actual demand for ecotourism certification programs. The 
challenge, therefore, becomes a ‘chicken and egg’ issue. For producers 
to go through the process of becoming certified, they want to be 
guaranteed that there is consumer demand. (p. 1)   
Rivera (2002) notes that earning price premium is a primary motivator for engaging in 
certification schemes, despite the lack of “empirical evidence that directly links 
enrollment in voluntary environmental programs with price premiums or enhanced 
sales” (p. 340).   
In the applied realm, the Rainforest Alliance has emphasized the need to 
demonstrate the positive impacts of certifications to businesses (Rainforest Alliance, 
2010).  Rainforest Alliance noted that in focus groups with businesses interested in 
certification “the respondents perceive that tourism certification presently is not seen as 
good value for money/effort” (Rainforest Alliance, 2003 p. 99).  The UNWTO (2002) 
emphasized the need for ecotourism certifications to effectively market themselves to 
potential businesses interested in certification.  Knowing consumers’ willingness-to-pay 
(WTP) for these certifications would help certification organizations market 
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themselves.  Chafe (2007) notes that “a significant number of organizations are 
considering the benefits of ecotourism” (p.188), however, the consumer demand for 
these products have not been well studied so the benefits in terms of a price premium 
may be difficult to gauge.   Font, perhaps the academic expert on the issue, with Epler-
Wood has similarly noted, “to date the market for certified sustainable tourism has not 
been intensively researched and there are not statistically valid studies. “(Font & Epler 
Wood, 2007, p. 151), and that “In the absence of more robust certification demand data, 
other survey work is often quoted to support the introduction of standards” “(Font & 
Epler Wood, 2007, p. 152) and finally, “conducting market research where consumers 
are asked to make alternative choices… such as conjoint analysis... is necessary”(p. 
152). 
Willingness-to-Pay 
A key part of market research for sustainable tourism certifications will be 
understanding consumer WTP for these certifications. The value of a good or service is 
frequently defined as either the amount of money an individual would be willing to pay 
to receive the good or service, or the amount an individual would have to receive in 
order to part with the good or service (willingness-to-accept [WTA]). WTP refers to the 
hypothetical maximum amount that an individual would be willing to pay for a product 
or a service.  This concept is different from the reference price, or what consumers 
expect to pay for a product; for instance, a hungry man may be willing to pay $15 for a 
hamburger, even though he expects to pay only $5.  Researchers generally prefer 
measuring WTP to WTA as WTA values are typically much higher (Alberini & Kahn, 
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2006).  WTP is frequently used in tourism literature to estimate the value of non-market 
goods, or to determine the values of products and/or services that do not currently exist.  
Understanding the WTP for sustainability certifications is important for the 
development of sustainable tourism certification systems.  WTP can yield actual useful 
information for businesses that may be interested in attaining a sustainable tourism 
certification.   
While the specifics of consumer preference for sustainable tourism certifications 
are unknown, we can make some predictions about the population that is interested in 
the labels.  Demographically, the consumers that demand sustainably produced 
products generally have more education and higher incomes than the general population 
(Olli, Grendstad & Wollebark, 2001).  Psychologically, research has shown that 
outdoor recreational participants with higher levels of devotion to their hobby will be 
more likely to support conservation (Fisher, 1997; Oh & Ditton, 2008; Virden & 
Schreyer 1988).  While increased levels of devotion to an activity have been shown to 
lead to increased support for conservation (Hvenegaard, 2002; McFarlane & Boxall, 
1996; Mowne, William & Graefe, 1997), this issue has only been rarely investigated in 
the tourism field.  This study employs a serious tourism (a derivative of serious leisure) 
framework to determine whether increase in an individual’s devotion to travel increases 
consumer demand for sustainable tourism certifications.  In addition to seriouness, the 
motivations of tourists will be examined.  Tourists’ motivations for travel have been 
connected to conservation attitudes and even consumer behavior; in general, tourists 
with pro-environmental values are more likely to choose nature-based attractions and to 
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support conservation at the destination (Hvenegaard & Dearden, 198; Kim, Borges, & 
Chon, 2006; Luo & Deng, 2008; Silverberg, Backman & Backman, 1996).   
FRAMEWORKS FOR UNDERSTANDING TOURIST PREFERENCE  
Serious Tourism 
In order to better understand consumer preference and WTP for sustainable 
tourism certifications, this study will examine the serious tourism framework and the 
motivations of tourists. While the scholarly linage of the serious tourism concept lies in 
the leisure field, there are precedents and related concepts in the tourism field. 
Foremost of these is Pearce’s (1988) travel career ladder.  This framework proposes 
that an individual’s motivations and needs change throughout their lives, and thus their 
travel styles may change. Pearce suggests that tourists may satisfy more basic, 
biological needs such as stimulation and relaxation, or higher order needs such as 
fulfillment and self-esteem.  This is typically viewed as a progression through a career; 
as individuals gain more travel experience, that gradually advance to the higher levels 
of the travel career ladder (Pearce & Lee 2005).  While similar to the career ladder, 
serious tourism is less concerned with the progression of needs satisfaction and more 
concerned with an individual’s commitment to tourism and the rewards and benefits 
that tourism provides the individual. Additionally, the specialization and career 
development of tourists has been previously examined. Numerous works have explored 
the specialization of tourists into such segments as cultural tourists, wildlife tourists, 
adventure tourists, culinary tourists, and dark tourists (Kim, Kim & Ritchie 2008).   
“Tourism specialization” may also exist in a similar manner to leisure specialization. 
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Understanding the serious tourism concept first may lead to understanding the 
motivations for career development and tourism specialization in the future. Like the 
travel career ladder, the idea of tourism specialization, may represent a part of the 
career aspect of seriousness, but the concept is not as holistic as serious tourism. 
Stebbins (2007) introduced the concept of serious leisure, defining it as “the 
systematic pursuit of an amateur, hobbyist, or volunteer core activity that is highly 
substantial, interesting, and fulfilling and where, in the typical case, participants find a 
career in acquiring and expressing a combination of its special skills, knowledge, and 
experience”(p. 3).  Stebbins (1999) lists six defining attributes of serious leisure that 
help separate it from casual leisure including perseverance, effort to acquire knowledge, 
a career, the obtaining of durable benefits and rewards, identifying strongly with the 
activity, and a unique ethos constructed around the serious leisure activity.  Stebbins 
(2001) believes that a life without a serious leisure pursuit can make one listless and 
make life devoid of significant meaning.   
Hall and Weiler (1992) first extended this concept into the field of tourism 
resulting in the concept of the serious tourism.  Serious tourism has only been discussed 
sporadically in the past two decades (Stebbins, 1996; Stebbins, 1997), but its use seems 
to be on the rise (Brown & Getz, 2005; Curtin, 2009; Kim & Jamal, 2005; Nimrod, 
2008; Prentice & Anderson, 2003; Richards & Wilson, 2006; Trauer, 2006).  Several 
papers on serious tourism have focused on cultural tourism by examining how 
individuals with serious interests in cultural phenomena participate in leisure through 
travel. Prentice and Anderson (2003) define serious cultural tourists as “those for whom 
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cultural pursuits are a form of identity creation, an extension of general leisure, and a 
systematic (career-like) pursuit” (Prentice & Anderson, 2003).  Recently, Curtin 
defined serious wildlife tourists as those for whom “[l]ooking at and studying birds, 
mammals, butterflies and flowers is the primary motivation for travel” (p. 18).  While 
other types of serious tourism may exist (perhaps serious relaxation tourism), they have 
not been documented.   
While authors have previously studied serious tourism in a qualitative manner, 
no quantitative examination has been made into the issue.  Thus the topic faces the risk 
of that Gould et al. (2008) identified in serious leisure, namely that “the qualitative 
nature has hampered our knowledge of serious leisure, our understanding of contexts in 
which it may occur, and our ability to effectively and collectively distinguish serious 
from casual participation” (p. 48).  To combat this issue he developed a quantitative 
measure of seriousness known as the serious leisure inventory and measure (SLIM). 
The SLIM examines 18 dimensions of seriousness and can be used as an additive scale 
to measure serious leisure. This represents the first study to attempt to quantitatively 
measure serious tourism and investigates whether the concept is theoretically valid and 
if it is a useful concept that might be applied to marketing.       
Motivations 
To further our understanding of the serious tourism concept and its potential 
effects on tourism preferences and behavior, it is important that tourists’ motivations 
are examined as well.  Motivations refer to the desires and underlying forces that drive 
individuals to engage in certain behaviors (Iso-Ahola, 1999).  The motivations of 
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serious leisure participant include what Stebbins terms “durable benefits” (1992 p. 10).  
These benefits can include personal rewards which are further divided into personal 
enrichment, self-actualization, self-expression, self-image, self-gratification, recreation, 
and financial return.  Additionally, social reward may be obtained, these rewards 
include social attraction, group accomplishments, and group maintenance, (Stebbins, 
1992). While these rewards explain the motivations in participating in a serious leisure 
career, they do not help explain the motivations of serious tourists to make specific 
travel decisions.  To aid in understanding the motivations of tourists (serious or casual), 
a more tourism-specific examination of motivations is explored.  Understanding 
motivations on a specific level is also important given that two subcategories of serious 
tourists, cultural and environmental, have been identified in the literature.       
Tourists’ motivations have been studied for decades. Tourism motivations are 
often traced back to Maslow’s hierarchy of need (1954).  Scholars have asserted that 
tourism can fulfill the human needs of esteem creation and self-actualization (Crompton 
& McKay, 1997).  The field has gradually moved away from Maslow’s theory and 
embraced more industry specific frameworks.  The most prominent of theses 
frameworks may be Iso-Ahola’s (1982) seeking/ escaping dichotomy and the similar 
push/pull dichotomy first espoused by Dann (1981) and Crompton (1979). The escape 
or push factor, which encouraged an individual to escape their normal routine, and 
seeking or pull factors, refer to the natural beauty or historical sites which attract an 
individual to a certain location.  A more modern and slightly more nuanced view of 
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motivations holds that tourists have four major motivations including climate, 
escape/relaxation, adventure, and personal (Bansal & Eiselt, 2003).   
Researchers have ranged from very broad categorizations of motivations such as 
seeking and escaping to very specific motivations.  Beh and Bruyere (2007) used factor 
analysis to uncover eight specific motivations in safari tourists in Kenya: escape, 
culture, personal growth, mega-fauna, adventure, learning, nature, and general viewing.  
Even on this specific level, the push and pull dichotomy is clearly present.  Escape, 
personal growth, and learning are push/escape type factors while the culture, mega-
fauna, nature, and general viewing are pull/seeking type factors.  Given that two 
different types of serious tourists have already been identified (cultural and wildlife), it 
is important to understand the motivations of tourists as travelers may only display 
serious characteristics about certain types of tourism (i.e. a serious wildlife tourist may 
not display serious traits towards cultural tourism).  Understanding the motivations of 
individual tourists may lead to a fuller understanding of how seriousness affects 
behavior. For instance, a tourist who is serious about having a relaxing vacation 
experience will likely have different trip planning behaviors and a different desire for 
sustainable tourism certifications than a tourist that is serious about viewing wildlife.  
Understanding what factors motivate tourists and how motivations may relate to 
seriousness may provide a greater depth of understanding of the phenomena of serious 
leisure, how seriousness may relate to demand for certifications, and what motivations 
may relate to WTP for certifications.  Previously, tourists with pro-environmental 
values have been shown to prefer nature-based attractions and to support conservation 
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at the destination (Hvenegaard & Dearden, 198; Kim, Borges, & Chon, 2006; Luo & 
Deng, 2008; Silverberg, Backman & Backman, 1996).  Therefore, it is hypothesized 
that certain motivations for travel will result in more or less demand for sustainable 
initiatives and will affect preference for sustainable tourism certifications. 
Problem Statement 
While scholars and marketers believe that there is a demand for sustainable 
tourism products, the specifics of the demand for sustainable tourism certifications 
including the WTP for different types of certifications and the target market for 
certifications are not well studied or understood. This lack of understanding hampers 
the development of a well-recognized and widespread sustainable tourism certification 
system.     
Research Questions  
 Q1 – What is the consumer demand in terms of WTP for different types 
of sustainable tourism certifications? 
 Q2 –Is the SLIM valid in a tourism setting, and can it predict travel 
behavior? 
 Q3 – How do seriousness and different motivations effect preferences for 
sustainable tourism certifications?   
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Study Purpose and Research Objectives 
The study purpose is to analyze consumer demand for sustainable tourism 
certifications in a manner that is both theoretically novel and practically relevant. This 
is done in three steps: 
 O1 - Evaluate consumers’ WTP for different types of sustainable tourism 
certifications:  
 O2 - Evaluate the validity and usefulness of the SLIM in tourism. 
 O3 – Examine how seriousness and different motivations effect 
preferences for sustainable tourism certifications. 
These objectives represent the three papers that make up this dissertation.  The 
first paper provides a detailed analysis of consumers’ WTP for sustainable tourism 
certifications including differences in different types of certifications; this addresses 
previous calls for research and represents the first in-depth evaluation of consumer 
demand for sustainable certifications.     
The second paper is an investigation into the existence and relevance of serious 
tourism.  This paper examines whether the six attribute structure of serious leisure is 
applicable to tourism, whether seriousness affects the amount of days spent traveling 
for pleasure, the amount of money spent on vacations, and the motivations for travel.  A 
relationship between seriousness and consumer behavior may aid in validating the 
concept and have useful marketing applications.      
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The third objective explores the psychological factors behind the preferences for 
sustainable tourism certifications.   The paper examines whether seriousness and their 
specific motivations for travel influence preference of sustainable tourism 
certifications.  Particular attention is paid to whether these psychological dispositions 
can influence the preference for specific attributes of sustainable tourism certifications.   
Study Methods 
This study uses a stated preference choice modeling (SPCM) approach.  Stated 
preference choice modeling uses hypothetical choice sets to elicit consumers’ 
preferences for different attributes of a good or service.  SPCM is a type of conjoint 
analysis in which respondents are presented with two (or more) products and asked to 
indicate which they prefer (or if they prefer neither).  SPCM was chosen as the method 
for this study because it evaluates trade-offs that consumers must make when deciding 
whether or not to patronize businesses with or without certifications.  Certified 
businesses will likely have to either increase their price or potentially limit the amount 
of access tourists have to certain resources in order to earn a certification creating 
tradeoffs that consumers must evaluate.  SPCM is ideal for evaluating these types of 
complex trade-offs and the lack of a SPCM analysis of ecotourism certification has 
been previously suggested as a major gap in the literature (Font & Epler-Wood, 
2007).     
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Study Area  
The study took place in the United Republic of Tanzania. Tanzania is an ideal 
location for this study due to its unique cultural and natural resources and the 
Government’s commitment to sustainable development.  Tourism is one of Tanzania’s 
major industries, representing about 14% of Tanzania’s GDP, a quarter of Tanzania 
export revenue (Skof 2008).  The government views tourism as a major means of 
poverty alleviation in rural areas, and Tanzania has made a commitment to tourism 
development that alleviates poverty and spurs economic growth while being culturally 
and environmentally benign.  The Government is a strong proponent of preserving 
wildlife; 28% of Tanzania is protected area (Skof, 2008). Specifically Tanzania’s 
National Parks organization states that they are   “committed to low impact, sustainable 
visitation to protect the environment from irreversible damage while creating a first 
class ecotourism destination” (TANAPA: corporate information).  Tanzania National 
Parks shares this concern and works to supplement local economic development while 
promoting low impact tourism; the parks donate a portion of their revenues to local 
community projects such as schools and wells.  This philosophy of development along 
with a commitment towards free market ideals in the post Nyerere era makes Tanzania 
a strong candidate for the development of a sustainable tourism certification.   
The tourists visiting Tanzania may constitute a good market for a sustainable 
tourism certification.  Tanzania targets a high income clientele, even when compared to 
its neighbor, Kenya.  Per Capita spending on tourism is high compared to neighboring 
countries (2008).  This high income, high spending clientele have the additional money 
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to spend on a certification.  Additionally, they are interested in the local environment 
and culture.  Okello and Yerian (2008) found that seeing wildlife was the majority 
(85%) of tourists primary attraction to Tanzania, at the same time, almost half of the 
tourist (49%) considered seeing the local culture an influence on their decision to visit 
Tanzania.      
Study Population Selection 
Surveying took place from July 28 to August 4, 2011  at the Kilimanjaro 
International Airport (KIA) in Tanzania. This population represents an good sample for 
this study for a two reasons. One, these vacations seem fairly homogenous when 
compared to other destinations or vacation types.  Designing a survey for populations 
such as beach-goers in South Carolina might be difficult as the diversity in their 
vacations (weeklong family getaways, bachelor party golf outings, weekend excursions 
from Columbia, etc) might make the choice sets more difficult to design so that they are 
meaningful to the majority of respondents, while in Tanzania, the majority of tourists 
have gone on a Safari and had relatively similar vacation experiences.  Two, the serious 
leisure framework may be especially pertinent to this population, as a Safari in 
Tanzania may represent milestones for many in their “careers” as tourists, and the 
sights seen on these vacations may tie closely to environmental and cultural 




The analysis will help tourism companies determine whether sustainable 
tourism certification is worth pursuing in the future, and if so what types of 
certification.  A better understating of consumer demand for sustainability will allow 
businesses, governments, and NGOs to make better decisions about whether 
certifications are worth their money and effort to either obtain or promote.  
Additionally, specific types of consumers are identified so that marketing efforts can be 
directed towards them.  Marketing towards green consumers has become increasingly 
popular (El Dief & Font, 2010; Jamrozy, 2007; Dolnicar & Leisch, 2008), and this 
segment especially important because the green consumer tends to be more upscale 
than the average consumer (Olli, Grendstad, & Wollebark, 2001).  As a whole, this 
information may help the development of successful sustainable tourism certification 
systems by providing a concise overview of consumers’ demand for these 
certifications, allowing businesses and organizations to make more informed decisions 
about these certifications.     
More generally, this study represents the first comprehensive marketing study of 
sustainable tourism certification.  Given its use of SPCM (currently a popular technique 
in marketing research) and previous calls for such a study (Font & Epler-Wood, 2007), 
this study should be readily applicable in the field and can possibly be used to promote 
sustainable tourism certifications, and thus sustainable tourism.  An incorporation of 
cost as an attribute to be measured allows the study to calculate the demand for 
sustainability on a WTP in dollars figure, which is more easily transferred into the 
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applied realm than Likert type analysis. This study adds to the understanding of what 
consumers’ desire in sustainability and what markets should be targeted.  This also 
addresses a lack of research in the field of consumers’ economic sustainability in 
tourism destinations.  While an important facet of sustainable development, this aspect 
has received little attention in consumer demand literature when compare to 
environmental sustainability.                 
Finally, in addition to the more practical applications, this study is also a unique 
addition to the theoretical literature.  This represents the first attempt to quantitatively 
identify the “serious tourists” and determine whether this is a valid construct in the 
tourism field.  Quantitatively determining if the serious tourists exist, how their demand 
for tourism product differs from other tourists, and if they are willing to pay more for 
certain products may eventually provide a new marketing tool for tourism businesses 
and destination marketing organizations.  
Definitions 
 Sustainable Tourism Certifications -  
This term and related terms such as ecotourism certifications falls under the 
broader category of tourism ecolabeling.  The UNWTO (2002) defines these 
labels by two elements: that the certifying body is not required by law to run the 
initiative, and that businesses are not required to join, apply, or meet the 
proposed standard.   Ecolabels can come in a variety of forms.  At one end of 
the spectrum, there are clearinghouses from which the label is purchased and it 
generally has little to do with environmental protection but is more of a 
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marketing ploy.   At the opposite end, are certifications in which companies 
apply and are independently audited to determine whether or not they deserve 
the label.  Certifications are obviously the most stringent, which also makes 
them generally the most expensive in terms of both money and effort. 
Willingness-to-pay –  
The hypothetical maximum amount that an individual would be willing to pay 
for a product or a service.   
Serious Leisure -  
The participation in a leisure activity at a high level with a substantial amount of 
knowledge and devotion.  
Serious Tourism-  
Serious tourism is practiced when individuals exert a pronounced effort in 
planning travel, are knowledgeable about the attractions they visit, and associate their 
self-identity with leisure travel.  These tourists are not necessarily pursuing specialized 
interested, but rather are deeply connecting to the travel experience, no matter what the 









Stated Preference Choice Modeling 
Advantages and Disadvantages 
This study employs a stated preference choice modeling (SPCM) framework for 
analyzing the issue of sustainable tourism certifications.  SPCM is a type of conjoint 
analysis that uses hypothetical choice sets to elicit consumers’ preferences for different 
attributes of a good or service.  Respondents are presented with a choice of two goods 
or services each with separate attributes.  Respondents are then asked to choose which 
good or service they would prefer.  Analysis of responses reveals which attributes are 
significant in the respondents’ choices as well as which attributes are most important.    
Despite criticisms ranging from its general philosophy (Sagoff, 1988) to its validity 
(Diamond, 1994), WTP as calculated by SPCM (or other techniques) has become an 
increasingly popular method of estimating the value of goods and services when no 
market price exists.  The lack of a market price may be because it is a public good not 
sold on the market, such as environmental protection, or because the product does not 
yet exist.   SPCM is an ideal tool for measuring choices that are difficult to determine in 
the real world (Louviere, 1988).  Measuring demand for ecotourism certification might 
be difficult as businesses with these certifications tend to be more high-end in general 
(El Dief & Font, 2010; Jamrozy, 2007), and thus there is a colinearity problem when 
trying to measure their impact in real life.  Additionally, SPCM and related conjoint 
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analysis procedures have been popular in the applied marketing world because the 
results of the analysis are considered reliable approximations of real consumer behavior 
(Louviere, Hensher, & Swait, 2000).     
A weakness of the SPCM methodology is that they are stated preference 
models.  Respondents are typically under no obligation to act on their stated preference.  
Therefore the responses may not reflect what individuals are actually willing to pay, a 
problem known as hypothetical bias.  Hypothetical bias typical inflates stated 
preferences.  A meta-analysis of contingent valuation studies (another, less complicated 
type of stated preference survey) by Murphy et al. (2005) found that in studies that 
attempted to compare hypothetical preferences to actual willingness to pay found that 
the median inflation was 1.35 times the hypothetical value.  Other biases include the 
strategic bias which refers to respondents acting not on their actual preferences but 
rather giving the answer that will most likely result in achieving the outcome they 
desire.  For example, a respondent that wants a park preserved may grossly overstate 
their WTP in order to inflate the outcome of the study and result in a higher WTP than 
actually exists.  Despite these shortcomings and criticisms the contingent valuation 
method is still frequently employed and considered a valid method by reputable 
organizations such as the National Oceanic and Atmospheric Administration (Arrow et 
al., 1993).    
History and Recent Applications 
SPCM and related conjoint analysis methods have recently been used in a 
variety of applications in tourism.   Some applications are fairly straightforward such as 
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destination preferences (Hsu, Tsai & Wu, 2009), while other are more complicated such 
as studies of congestion (Riganti & Nijkamp, 2008), the effects of terrorism (Arana & 
Leon, 2008), and level of environmental protection (Kelly et al,. 2007).  Conjoint 
analysis can even be used to evaluate the market for hypothetical products that do not 
exist such as space tours (Crouch, Devinney, Louviere & Islam 2009).  In a similar 
application to this study, Oh and Ditton (2006) employed a survey to calculated degree 
of recreational specialization in conjunction with SCPM based questions to suggest that 
anglers that fished more often, had more skill, and displayed more commitment, 
expressed a higher WTP for more desirable fishing management schemes.   Lawson 
and Manning (2002) have used stated choice to evaluate visitor preferences for 
different management options in crowded recreation areas.   Sedmak and Mihalic 
(2008) recently used conjoint analysis to evaluate different consumers’ preferences for 
authentic aspects of a destination.   
Questionnaire  Design 
Choice Sets 
Choice sets presented to the survey respondents revolved around the desire to 
engage in certified tours on a future trip to Africa.  The choice sets were designed 
around the idea of understanding the spheres of sustainable development (i.e. 
environmental, cultural, and economic) that consumers most desire in sustainable 
tourism certifications and if consumers are interested in how stringent a certification is. 
Three focus groups of five to eight people each were held to aid in survey 
design.  The first focus group was conducted with colleagues from outside the tourism 
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discipline, and the second two were conducted with individuals that had been on safari 
in Africa in the last 10 years.  These focus groups were used to make the SPCM design 
both easier to understand and make the attributes and levels meaningful to the 
participants.  Potential levels and attributes were initially drawn from the Global 
Sustainable Tourism Criteria (Global Sustainable Tourism Council, 2011), a widely 
accepted set of principles for the operation of sustainable tourism businesses.  The 
criteria have 10 items that relate to economic sustainability, four items that relate to 
cultural sustainability, and 15 items that relate to environmental sustainability.   
The researcher extracted what appeared to be the most four most relevant, 
meaningful, and understandable items in each sphere of sustainability.  These items 
were presented to focus groups in order to gain feedback as to which items they 
believed to be the most meaningful.  The focus groups were used to reduce the items to 
two in each sphere of sustainability and to put them in the most sensible order (gold vs. 
silver).  Silver levels in each sphere of sustainability consisted of one item from the 
Global Sustainable Tourism Criteria, while the gold level consisted of the silver level 
plus an additional item from the Global Sustainable Tourism Criteria.  The silver items 
were considered easier to achieve by the focus groups than the gold items, as it would 
be illogical for a company to perform the harder item before the easier item.  
Furthermore, some items were altered to make them shorter and easier to understand.  
For instance, “[i]nteractions with wildlife, taking into account cumulative impacts, do 
not produce adverse effects on the viability and behavior of populations in the wild.  
Any disturbance of natural ecosystems is minimized, rehabilitated, and there is a 
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compensatory contribution to conservation management” (Global Sustainable Tourism 
Council, 2011, GSTC criteria) was altered to “the company follows procedures for 
minimizing adverse effects of interactions with wildlife and disturbances of natural 
ecosystems”.  These changes were deemed necessary to reduce the reading burden on 
respondents and to make the items more clear and concise.  Finally, while it was 
initially hoped that attributes exploring what organization certified the companies 
(NGO, National Government, or Industry Association) and whether this certification 
resulted in a loss of access (none, mild, severe), respondents found this confusing so it 
was eliminated from the final survey.  In its final form, the SPCM section appeared as 









To generate an economical number of paired choice sets that can be inserted 
into printed surveys, fractional factorial designs with main effects was employed using 
software that specializes in research design.  Thirty different paired choice sets were 
created.  After the choice sets were created, choice set with a dominated choice (one in 
which all items were inferior to the other choice) were identified and removed; 
additional choice sets where generated to take their place.  These choice sets were 
further partitioned across six different versions of the survey (the only differences in the 
versions would be the choice sets) so that each respondent was responsible for 
answering five choice set questions.   
Seriousness 
Gould et al. (2008) created the SLIM in an effort to make seriousness a 
measurable construct and take the serious leisure literature into the quantitative realm.  
He found the questionnaire to be valid and reliable based on a series of confirmatory 
factor analysis tests.  Gould et al. (2008) note that 12 of the dimensions are reflective 
not of orientation but of outcomes, so they should “not be considered an additive 
reflection of seriousness” (p. 63).  The remaining six dimensions can be used as an 
additive scale for seriousness.  This study only examines the six dimensions that 
represent a serious orientation.  The full survey encompasses eighteen dimensions and 
72 questions.  The majority of these questions examine outcomes of serious leisure.  
Given that the respondents were asked a number of other questions about their vacation 
habits, the full SLIM was deemed too long to include in the survey.  Additionally, the 
twelve dimensions are considered reflective of the serious orientation (as indicated by 
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the other six dimensions), and therefore would serve little use as dependent variables 
for further analysis.  Since determining whether seriousness affects tourists behavior is 
a major objective for this paper, understanding the rewards of serious leisure is not of 
major importance.       
This study adapted the SLIM to make it more focused on tourism.  The majority 
of SLIM questions translated easily into the tourism environment.  However a number 
of questions do not easily change formats.  After consulting with the focus group the 
following alterations were made.  Questions involving effort and career progress were 
altered to evaluate planning for tourism instead of on touring in general (for example: 
instead of the statement “I have improved at traveling since I began participating” the 
statement “I have improved at planning vacations since I began participating” was 
used). Additionally, the question “I share in many of my ______ groups’ ideals” was 
eliminated as a suitable alteration could not be created.  Two focus groups of 
approximately 10 people each were held in Clemson to aid in survey design and 
development.  They generally agreed that the changes were sensible and easy to 
understand.  The items were presented in a 1-9 Likert scale.    
Motivational Information  
A motivation scale originally developed for vacationers on safari in Kenya was 
incorporated into the survey.  This consists of 37 questions which Beh and Bruyere 
(2007) sorted into eight factors. Beh and Bruyere (2007) used this scale to uncover 
motivational factors such as escape, culture, personal growth, mega-fauna, adventure, 
learning, nature, general viewing. Slight alterations were made to adapt the scale to a 
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Tanzanian setting. Both push and pull motivational factors are represented; 
additionally, the scale incorporates questions on respondent’s specific interests in 
environmental and cultural attributes of a trip.  The items were presented in a 1-9 Likert 
scale.   
Demographic Information  
Basic demographic information including sex, age, education, and income was 
asked with categorical responses. 
Vacation Information and History  
This section asks a number of questions about the trip the respondents most 
recently went on, as well as the amount of time and money they spend on vacations in a 
typical year, and what sources of information they use when make decisions about 
where to travel.       
Questionnaire  Summary 
In its completed form the survey contains five broad topics.  See appendix A for 
the complete survey. 
1) A few questions about vacation habits and their current vacation  
2) Beh & Bruyere’s (2007) Motivational scale 
3) The SPCM choice sets  
4) Basic Demographic information  




Questionnaire  Translation 
A reputable translation service was used to translate the survey into French, 
German, Italian, and Spanish so that tourists of a variety of nationalities can complete 
the survey.  The service uses two translators to ensure a reliable translation.   
Currency issues 
The survey was designed to be filled out by a variety of different nationalities so 
currency difference had to be accounted for. In the SPCM section, the English surveys 
included British pound conversion in parenthesis.  For the SPCM section in the other 
languages, the dollars per day attribute were listed in euros, but still used the 5, 10, 20, 
40 progression.  These numbers were converted to USD before data analysis.  For the 
dollars spent annually on pleasure travel the respondents were asked to “please indicate 
$, £, €, etc”.  These were also converted after data analysis.  For two other questions 
(six and twenty) that involved checking a category, a conversion rate of 1.5 USD to 1 
euro was used so that a checked box had roughly the same meaning across different 
surveys.  This was slightly higher than the actual exchange rate at the time of 1.4 but 
made for much more readable categories.  Additionally, the English survey included the 
conversion rate for British pounds, Canadian dollars, and Australian dollars (see Figure 
2.2).  All conversions were done using the conversion rates observed on July 31, 2011; 





Figure 2.2: Question six in English and Spanish. 
 
Survey Venues 
The questionnaire was conducted at the Kilimanjaro International Airport 
(KIA).   This airport was chosen as it has the largest number of departing tourists in the 
country.  Additionally, since the majority of tourists at KIA had been on a safari, the 
survey could be designed with safari participants in mind, whereas tourists leaving the 
Zanzibar airport may have had very different vacation experiences and find filling out 
the survey difficult.     
Research Team 
A small research team consisting of the author, a Tanzanian graduate student, 
and a member of the TTB was assembled to conduct the research.  These workers were 
identified by the TTB as possessing the professionalism and research skill necessary to 
complete the assignment.  The research team was trained on proper data collection 
techniques by the principle investigator.  They were mentored and monitored during the 
data collection.  Mistakes made by the data collection team, namely asking individuals 
under 18 to fill out the survey were identified and corrected on the first day, and the 




The Surveying schedule was designed to maximize the number of individuals 
that could be intercepted in a day while covering a majority of departing flights (See 
Table 2.1).  The majority of flights and individuals left in the afternoon, therefor the 
schedule was designed to survey all of these flights.  The survey team generally arrived 
at the airport at 12:00 (noon) and surveyed until 20:30 (8:30 PM).  With the exception 
of the Condor Air flight, the only flights missed were smaller flights.   
Table 2.1: List of All International Flights Leaving KIA. 
Airline Departures Day(s) of operation Notes 
KLM 20:50 Daily Largest flight 
Ethiopian Airlines 15:30 T, Th, Sat  
17:15 M, W, F, Sun 
Rwandair 14:00 M, W, Sun  
14:30 F  
Condor Air 6:30** W Large flight but only operates 
on Wednesday 
Safari Link 14:00 Daily  
Air Kenya 14:00 Daily  
Fly 540 14:15 Daily  
Precision Air 6:00** Daily Small flights to Kenya and 
Uganda 9:05** Daily 
11:05** M, Th, F, Sat, Sun 
15:30 Daily 
19:40 Daily 
** - Flight not surveyed 
 The survey was conducted from July 28 to August 4, and largely followed the 
sampling plan outlined by Nzuki (2006).  A permit to work at the airport was obtained 
from the airport officials before surveying began.  This corresponds roughly with the 
summer high season for tourists. The initial plan was to survey every day until over 600 
surveys were collected; however, due to a higher than expected percentage of tourists 
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needing English surveys, a one day break was needed to print more English surveys.  
This resulted in surveying every day of the week once with two exceptions (Thursday 
was done twice and Monday was not surveyed see Table 2.2).    





28-Jul Thurs 57 
1/2 day as security and logistical issues 
were resolved 
29-Jul Fri 64 
1/2 day as security and logistical issues 
were resolved 
30-Jul Sat 94 - 
31-Jul Sun 120 - 
1-Aug Mon 0 
Break needed to print more English 
surveys 
2-Aug Tues 96 - 
3-Aug Wed 129 - 
4-Aug Thurs 100 - 
 
A member of the research team approached every group that entered the 
departure terminal.  Once the group made it through passport control/security and found 
a seat in the terminal, the group was approached and the team member requested that 
the individual fill out a questionnaire.  The slow pace of tourists moving through 
surveying made it possible to approach all groups. The team member would explain 
that they were working on a project for the TTB and would appreciate if the group 
would fill out a survey. If the group did not speak English, they were shown the survey 
in a variety of languages and the TTB logo on the survey.  If the group agreed, the team 
member would ask them what language they would prefer the survey be in.  One survey 
would be given to a family, if multiple members of the family agreed to participate the 
one with the next closest birthday was asked to complete it.  If the group was consisted 
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of friends, they would each be asked to fill out a survey.  The survey was then self-
administered.  The respondent was informed that they can either return the completed 
survey to a team member or leave it on a seat in the lounge to be picked up later.     
 The survey distribution resulted in a total of 714 groups being approached.  648 
individuals agree to take the survey, a 90% response rate.  After removing surveys 
filled out by individuals under 18 (typically this was the result of a survey being given 
to a parent and the parent in turn giving it to a youth) and surveys with less than two 
pages filled out, a total of 603 valid surveys remained.  Of these 603 responses, 87% 
complete the SPCM section, and 72% completed the SLIM (see Table 2.3).    
Table 2.3: Questionnaire Completion Information. 
Questionnaire  Info Number Notes 
Groups Approached 714 - 
Total Questionnaires Given to Respondents 648 90.8% response rate 
Valid Questionnaires 603  
Questionnaires with less than 
2 pages and surveys filled 
out by individuals under 18 
were discarded; represents 
93.1% of surveys given to 
respondents  
Questionnaires with Completed SPCM 
section 
526  87.2% of valid questionnaire 
Questionnaires with Completed SLIM 433  71.8% of valid questionnaire 
Questionnaires in English 518  85.9% of valid questionnaire 
Questionnaires in French 51 8.5% of valid questionnaire 
Questionnaires in Spanish 20 3.3% of valid questionnaire 
Questionnaires in German 8 1.3% of valid questionnaire 






An exploratory factor analysis (EFA) of tourists’ motivations was performed on 
the questions involving tourists’ motivations (see Appendix A).  Exploratory factor 
analysis is appropriate as the authors of the motivations questions do not assert that 
their questions are based around specific psychological profiles, therefore confirmatory 
factor analysis would be inappropriate.  These motivational factors are then used as IVs 
to predict consumer preferences for sustainable tourism certifications.   
SLIM Analysis 
The validity of the SLIM in a tourism setting was evaluated with confirmatory 
factor analysis (CFA). CFA is a type of structural equation model in which researchers 
specify what variables are affected by common factors based on a-priori theory.  A 
CFA procedure akin to Gould et al.’s (2008) original work is employed to determine 
whether the six attributes of serious leisure orientation are identified as separate factors.  
This model is evaluated using a number of fit indices including: the Satorra-Bentler 
Scaled Chi-Square (SBx
2
) which is a robust procedure that adjusts for multivariate non-
normality in the data; the Comparative Fit Index (CFI) which measures the portion of 
improvement of fit in the analyzed model when compared to the null model;  the Non-
Normed Fit Index (NNFI) which is similar to the CFI but accounts for model 
complexity, the Standardized Root Mean Square Residual (SRMR) which, measures 
the difference between the observed data and reproduced data matrices;, and the Root 
Mean Square Error of Approximation (RMSEA) which measures the lack of fit relative 
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to degrees of freedom. The selected measurements provide a mix of measurements that 
are absolute fit measures and incremental fit measures as well as both measures that 
penalize complexity and those that are unaffected by complexity. 
Any respondent that filled out less than half the SLIM was removed from the 
dataset.  Other missing values were replaced with created values using the maximum 
likelihood model and the Expectation Maximization algorithm. An initial model was 
created with 23 items loading onto four factors (4 items per factor, except for factor 5 
which has 3 items).  A second order factor that represents overall seriousness was 
created as an independent factor that influences the six dimensions of serious 








 Order Factor Model, Individuals Items are Unwritten Here. 
 
The seriousness of an individual can be determined by using the SLIM as a 
simple additive index (Gould et al., 2008) to create a serious score for each respondent. 
Gould et al. believe that “benefits” should be excluded as these are a result of 
seriousness leisure but the benefits do not lead to serious orientation.  Three questions 
related to each attribute have been included in the survey.  Additionally, nine questions 
pertaining to three different types of benefits have been included, these are not part of 












answer research questions that are not yet fully developed.  If seriousness is a useful 
construct in the tourism setting, an individual’s serious score should positively correlate 
with other aspects of the individual’s behavior that would be considered serious.  
Linear regression analysis is performed to determine whether after controlling for 
demographic characteristics seriousness is a significant predictor of days spent 
traveling, amount of money spent on vacations, and WTP for certifications.   
Analysis of SPCM  
A random utility theory framework is be used to analyze the choice sets.  
Random utility holds that an indirect utility function is composed of a deterministic 
component and a random error component (Louviere, 1988; Louviere, Hensher, & 
Swait, 2000).  The indirect utility function of a potential certification can thus be 
represented as 
                                                                ( )                                                             (1) 
 
where Uj is the utility of certification j, Vj is the deterministic component of utility to be 
estimated, and εj is the unobservable error component, and A is the vector of the 
attributes presented in the choice sets.  Certification i will be chosen over certification j 
if Uj > Ui.  Assuming error components are randomly distributed, the probability of 
choosing certification i is   
 ( |    )   
    (    )
∑     (    )   





where M is the set of all certifications included in the choice set and μ is the scale 
parameter, typically set equal to 1.   This estimation method is known as the conditional 
logit model.  An alternative specific constrain (ASC) is included to measure the utility 
gained from a shift to “certification A” or “certification B” from “no certification”.  The 
interaction of a variety of demographic, trip preference, motivations factor scores, and 
seriousness variable with the ASC is added as interaction terms to determine whether 
they influence the decision to choose certifications or not.  Finally, interaction terms 
combining seriousness and the motivations with the various attributes of the choice sets 
are created to examine how seriousness and motivations affect consumer preference for 
the various attributes of the choice experiment. 
Summary 
This section has explained the history and utility of SPCM and the SLIM in 
respect to how they can be used in market analysis of consumer demand for sustainable 
tourism certifications and the evaluation the usefulness of the serious tourist concept.  
To briefly summarize, the three objectives outlined in the literature review section are 
completed in the following manner:  
O1 - Evaluate consumers’ WTP for different types of sustainable tourism 
certifications: Results from the SCPM section are analyzed through a conditional logit 
model. This provide the desired WTP values for different types of sustainable 
certifications, along with other relevant attributes such as loss of access and certifying 




Table 2.4: Models for Objective 1. 
 Model 1 Model 2 
DV Choice Choice 
Regression Type Conditional Logit Conditional Logit 
IVs Choice Attributes Choice Attributes 
  Sex 
  Age 
  Income 
  Education 
  Nationality 
 
O2 - Evaluate the validity and usefulness of the SLIM in a tourism setting: A 
confirmatory factor analysis is be employed to determine if the six attributes of serious 
leisure can be identified as separate factors in a tourism setting.    The usefulness of the 
construct is evaluated by determining if more serious tourists take more vacations, take 
more expensive vacations, or go to more exotic locations, after controlling for 
demographic variables such as age and income.  This is performed using regression 
analysis (see Table 2.5).   
Table 2.5: Models for Objective 2. 
 Model 1 Model 2 
DV Travel Days Travel Expenses 
Regression Type OLS OLS 
IVs Sex Sex 
 Age Age 
 Income Income 
 Education Education 
 Nationality Nationality 
 Seriousness Seriousness 
 
O3 – Examine how seriousness and different motivations effect preferences for 
sustainable tourism certifications: An exploratory factor analysis is be performed on 
the motivational scale and different motivations are extracted.  Seriousness and the 
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motivational factors are be added into the choice model.  In addition to testing for the 
effect of seriousness and motivations on choosing or not choosing certifications, the 
effect of seriousness and different motivations will be tested on the cost attribute will 
be tested (see Table 2.6).   
 
 
Table 2.6: Models for Objective 3. 
 Models 1 Models 2-5 
DV Choice  Choice   
Regression 
Type 
Conditional Logit Conditional Logit 
IVs Choice Attributes Choice Attributes 
 Seriousness * Constant Seriousness * Cost Attribute  
 Motivations * Constant Motivations * Cost Attribute 
 
These three objectives will make up three distinct articles in this dissertation.  
Article one is based on econometrics and consumer preferences and is most suitable for 
a leading tourism journal.  Article two explores a leisure framework in a tourism setting 
and is best suited for a theory-based journal.  Article three combines the theory and 
econometrics to explore how psychology and motivation may affect consumer choice, 









CONSUMER PREFERENCE FOR SUSTAINABLE TOURISM CERTIFICATIONS:  
A CHOICE MODELING APPROACH 
Introduction 
The Brundtland commission (World Commission on Environment and 
Development, 1987) popularized the definition of sustainable development as 
“development that meets the needs of the present without compromising the ability of 
future generations to meet their own needs” (conclusion, para. 1).  Sustainable 
development is often discussed as encompassing three spheres: economic, 
environmental, and social.  The economic sphere entails the aspect of providing for the 
needs of individuals today and into the future.  The environmental sphere involves 
managing the natural resources in a manner that people can continue to live off the 
earth in the future.  The social sphere encompasses the desire to protect the diverse 
cultures of the world in order to preserve the global heritage.  The commission holds 
that sustainable development is key to creating a “future that is more prosperous, more 
just, and more secure” (new approaches, para. 7). As the future of tourism businesses 
are often closely tied to the quality of local natural and cultural resources, tourism has 
long been regarded as an industry capable of promoting sustainable development 
(Gunn, 1978).  The United Nation’s World Tourism Organization (UNWTO) holds that 
tourism has the power to reduce poverty, augment social development, and promote 
sustainable development (UNWTO, 2007).  However, tourism often falls short of these 
goals, which is disconcerting of a supposedly clean industry.  The UNWTO, along with 
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numerous government and international NGOs, realize that they must strive in the 
future to make tourism a sustainable industry.  Sustainable tourism initiatives and 
ecotourism are often proposed as a means of encouraging more sustainability in tourism 
development.    
 Over the past twenty-five years, the idea of ecotourism swept through the field 
as a potential means of promoting sustainable tourism development.  The first widely 
cited definition of ecotourism defines the concept as “traveling to relatively undisturbed 
or uncontaminated natural areas with the specific objective of studying, admiring, and 
enjoying the scenery and its wild plants and animals, as well as any existing 
manifestations (both past and present) found in these areas” (Ceballos-Lascuráin, 1987 
p.14).  The idea of ecotourism became popular as a reaction to the often undesirable 
impacts of mass tourism such as environmental destruction, inequitable distribution of 
economic benefits, and cultural commodification.  Ecotourism was then generally 
defined as tourism that would educate tourists, protect the environment, and provide 
economic benefits to locals.  In the late 1980’s and early 1990’s, the idea was 
approached with a great deal of enthusiasm as an idea that could revolutionize the 
tourism industry and marry the ideals of economic benefits to conservation and 
sustainability (McKercher, 2010).  Despite the best efforts of numerous academics, 
NGOs, and governments, ecotourism has experienced a “crisis of legitimacy” 
(Lawernce, Wickins & Phillips, 1997 p. 307) over the past 15 years as the term 
“ecotourism” has become practically embraced more as a marketing ploy than a 
commitment to sustainable development (Jamal, Borges, and Stronza, 2006).  The 
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result is that destinations and businesses labeled as ecotourism are often not sustainable 
environmentally (Buckley, 2004; Stonich,1998), economically (Mbaiwa, 2005; 
Walpole & Goodwin, 2000), or socially (Belsky, 1999; Southgate, 2006).   
As scholars and practitioners began to realize that the simple idea of ecotourism 
would not lead to sustainability, the idea of having auditors certify tourism businesses 
as sustainable began to take hold (Font, 2002; Sasiharan, Sirakaya, & Kerstetter, 2002).  
Some certification schemes such as the Eco-management and Audit Scheme and the 
International Standards Organization certifications have been adopted by large hotel 
chains and the cruise industry.  However these are difficult for smaller companies to 
join, so the tourism industry has generally preferred to use its own schemes (Font, 
2002).  The development of such sustainable tourism certifications has been slow. 
Chief among these obstacles is a circular problem: for consumers to have demand for 
sustainable certifications, there needs to be a widely known system adopted by 
numerous companies, but most companies would prefer to see proof of consumer 
demand for certifications before they invest the time and effort in earning a sustainable 
certification.  Part of overcoming this obstacle will be understanding consumer 
preferences for sustainable tourism certifications.  Additionally, there is a lack of 
understanding of consumer preferences for sustainable tourism certifications.  
Businesses and certifying bodies do not have a clear understanding of what consumers 
expect from a certification, for instance, are consumers interested in all three spheres of 
sustainability, or are they only interested in environmental sustainability? Research into 
this issue is lacking and there is currently no comprehensive study of consumer 
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preferences for sustainable tourism certifications (Font & Epler-Wood, 2007; 
Rainforest Alliance 2002).  In sum, there is a lack of understanding of consumer 
preferences for sustainable tourism certifications and this lack of understanding may be 
impeding the growth of sustainable tourism certifications. 
This study will attempt to add to the understanding of consumer preferences for 
sustainable tourism certifications.  To our knowledge, this study represents the first 
major academic effort on the subject.  Three main objectives are pursued: 1) to examine 
consumer preferences for sustainable tourism certifications, specifically the different 
preference for environmental, cultural, and economic aspects of sustainability 
certifications, 2) to evaluate tourists’ willingness-to-pay (WTP) for different types of 
sustainable tourism certifications, and 3) to examine whether demographic 
characteristics influence preference for sustainable tourism certifications. 
Literature Review 
Overview of Sustainable Tourism Certifications 
The UNWTO (2002) argues that sustainable tourism certifications can have a 
positive effect on the industry, stating that ecolabels have “tremendous potential to 
move the industry towards sustainability” (p. 12), and have made several calls to 
consolidate existing labels and awards into a more comprehensive and widely 
recognized system (UNWTO, 1999; UNWTO, 2002).  Scholars believe that green 
certifications may be an ideal tool to combat the potentially destructive nature of 
tourism due to their voluntary and free market nature.  Honey (2008) states that  
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[Certifications] are uniquely suited to our times.  The prevailing notion for 
much of the 20th century was that social, economic and environmental 
problems could be solved by government intervention.  However, over the last 
several decades the role of state has been rolled back, as corporations… [push] 
a new ideology, dubbed the ‘Washington Consensus’, which trumpets free 
trade, privatization, deregulation and economic globalization. (p.243) 
 
Certifications are a means to sustainable development that are agreeable to this new 
political reality.  
Font (2002) provides a basic framework for how a sustainable tourism 
certification system should work (see Figure 3.1).  He views the process as having five 
stakeholders and five key processes.  The stakeholders include the tourism market (the 
consumers), the applicant (business applying for the certification), the verifying body 
(the organization that examines the businesses sustainability), the awarding body (the 
organization that sets standards for the award and promotes it to the public), and the 
funding body.   The first of Font’s (2002) five key elements to a successful sustainable 
certification system involves the creation of standards, which the awarding body creates 
and then provides to the verifying body.  The second is the assessment of applicants by 
the verifying body.  The third is the certification of applicants who have passed the 
assessment by the awarding body.  The final steps are that the entire certification 
system be widely accepted by the industry and the consumers accept the process as one 




Figure 3.1: A Framework for Operating Sustainable Tourism Certifications (Font, 2001). 
 
While the validation process should remain similar across most sustainable 
tourism certifications, there exist a variety of different types of certifications that vary 
in the stringency of their requirements and the aspects of sustainable development they 
target.  While some are environmentally focused, others take broader environmental, 
cultural, and economic sustainability approach.  Honey and Stewart (2002) propose 
three board categories: conventional, sustainable, and ecotourism. Conventional 
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certifications focus on environmental management and are typically less stringent in 
their requirements, focusing on energy and cost saving solutions for the business.  
Sustainable tourism certifications typically focus on environmental standards but also 
involve cultural and economic attributes; these are more stringent than conventional 
certifications.  Ecotourism certifications are the most comprehensive in covering all of 
the spheres of sustainability and are typically the most stringent in their requirements.           
While numerous problems and obstacles exist, some programs have shown the 
potential to become widespread, reduce negative impacts, and improve the marketing 
efforts and the tourists’ experience.  Some certifications, such as the Blue Flag program 
which certifies water based recreation and tourism resources in Europe, have already 
become fairly commonplace with over 3,000 participating members CITE.  Costa 
Rica’s “Certification for Sustainable Tourism” program operates in several hundred 
businesses and is believed to create a price premium for those businesses involved in 
the program (Rivera, 2002).  Successes such as these indicate that certification systems 
can become popular.  Some countries have developed certification systems that have 
become widespread, most notably Costa Rica (Rivera 2002) and Australia (Buckley, 
2001).   
While sustainable tourism certifications appear to have the power to alleviate 
some of the issues facing modern ecotourism, a number of problems are hampering the 
development and implementation of these systems.  Broadly these problems can be 
categorized as demand-side, supply-side, and general ineffectiveness. On the demand 
side, the number and variety of ecolabeling schemes makes the consumers’ choices 
55 
 
difficult. Chafe (2007) neatly summarizes the problem: “consumers are often daunted 
by the variability between different labels, the variety in standards and enforcement, 
and the lack of advertisement to communicate the meaning of most labels” (p. 184).  
The UNWTO (2002) stress that “the increasing number, variety and popularity of 
voluntary schemes stress the need for consolidation, based on an evaluation of the 
effectiveness of existing schemes”(p. 7); consolidation will hopefully lead to more 
recognition and understanding by consumers.  There is a cyclical problem in creating 
consumer demand.   On the supply side, more particular criticisms of sustainable 
tourism certifications include that voluntary guidelines are often portrayed as accredited 
ecotourism certification schemes but are often ineffective due to their self-regulated 
nature (Lawernce, Wickins & Phillips, 1997), that ecolabels are currently much more 
prevalent in developed countries than less developed countries (Sasidharan, Sirakaya, 
& Kersetter, 2002), and are difficult for smaller businesses to access (Crabtree & Black, 
2007).  Finally, there is the general question as to whether these certifications are 
effective.  There is an urge to divert effort and funds that should be spent on 
sustainability into marketing and advertisement (UNWTO, 2002), so ecolabels may not 
even be immune to greenwashing.  Bustam and Buta (2010) in an analysis of labeled 
and non-labeled tourism businesses websites, found that the non-labeled businesses 
actually appeared to do more activities to support sustainability.   
The Need for Consumer Demand Research 
A variety of organization and academics have stressed the need to better 
understand consumer demand for sustainable tourism certifications.  The Rainforest 
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Alliance has emphasized the need to demonstrate the positive impacts of certifications 
to businesses (Rainforest Alliance, 2010).  The Rainforest Alliance noted that in focus 
groups with businesses interested in certification “the respondents perceive that tourism 
certification presently is not seen as good value for money/effort” (Rainforest Alliance, 
2003 p. 99).  The UNWTO (2002) emphasized the need for ecotourism certifications to 
effectively market themselves to potential businesses interested in certification.  
Knowing consumers’ willingness-to-pay (WTP) for these certifications would help 
certifications market themselves.  Chafe (2007) notes that “a significant number of 
organizations are considering the benefits of ecotourism” (p.188), however, the 
consumer demand for these products has not been well studied so the benefits in terms 
of a price premium may be difficult to gauge.    
There is a need for research on the consumer demand for sustainable tourism in 
order to support the development of successful certification schemes. This need has 
been noted in academic literature with Fairweather, Maslin, and Simmons (2005) 
noting that “ecolabeling initiatives will require paying attention to visitors’ demand for 
ecolabels and, in particular, that they target different types of visitors” (p. 95). Ion and 
Ana-Maria (2008) similarly state that “customer surveys show a delitescent interest on 
the part of tourists in patronizing ecotourism suppliers, but to date, this interest does not 
often translates into actual demand for ecotourism certification programs. The 
challenge, therefore, becomes a ‘chicken and egg’ issue. For producers to go through 
the process of becoming certified, they want to be guaranteed that there is consumer 
demand” (p. 1).  Rivera (2002) notes that earning price premium is a primary motivator 
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for engaging in certification schemes, despite the lack of “empirical evidence that 
directly links enrollment in voluntary environmental programs with price premiums or 
enhanced sales” (p. 340).  In sum, there is a lack of understanding of consumer 
preference for sustainable tourism certifications and this lack of understanding may be 
impeding the growth of sustainable tourism certifications. 
While consumer demand for environmentally friendly tourism has been 
explored (Baral, Stern, & Bahttarai, 2008; Brau, 2008; Kelly, Haider, Williams & 
Englund, 2007), the topics of consumer demand for certifications has not been 
addressed in more than a simple and cursory manner (for example Lubbert, 2001).  
Font, one of the foremost academic experts on the issue, with Epler-Wood (2007) has 
similarly noted, “to date the market for certified sustainable tourism has not been 
intensively researched and there are not statistically valid studies” (p. 151), and that 
“[i]n the absence of more robust certification demand data, other survey work is often 
quoted to support the introduction of standards” “(p. 152); and finally, “conducting 
market research where consumers are asked to make alternative choices… such as 
conjoint analysis... is necessary”(p. 152). 
 
Willingness-to-Pay  
The value of a good or service is frequently defined as either the amount of 
money an individual would be willing to pay to receive the good or service, or the 
amount an individual would have to receive in order to part with the good or service 
(willingness-to-accept [WTA]). WTP refers to the hypothetical maximum amount that 
58 
 
an individual would be willing to pay for a product or a service.  This concept is 
different from the reference price, or what consumers expect to pay for a product; for 
instance, a hungry man may be willing to pay $15 for a hamburger, even though he 
expects to pay only $5.  Researchers generally prefer measuring WTP to WTA as WTA 
values are typically much higher (Alberini & Kahn, 2006).  WTP is frequently used in 
tourism literature to estimate the value of non-market goods, or to determine the values 
of products and/or services that do not currently exist.  Understanding the WTP of 
sustainability certifications is important for the development of sustainable tourism 
certification systems.  WTP can yield actual useful information for businesses that may 
be interested in attaining a sustainable tourism certification.   
Objectives 
This will address previous calls for research and will be the first in-depth 
evaluation of consumer demand for sustainable certifications. Specifically, three 
research objectives are pursued:     
 O1: To examine consumer preferences for sustainable tourism 
certifications. Specifically, the different preference for environmental, 
cultural, and economic aspects of sustainability certifications, and 
preference for more stringent certifications  
 O2: To evaluate the willingness-to-pay (WTP) for different types of 
sustainable tourism certifications 
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 O3: To examine whether demographic characteristics influence 




The study took place in the United Republic of Tanzania. Tanzania is an ideal 
location for this study due to the countries’ unique cultural and natural resources and 
the government’s commitment to sustainable development.  Tourism is one of 
Tanzania’s major industries, representing about 14% of Tanzania’s GDP, and a quarter 
of Tanzania export revenue (Skof 2008).  The government views tourism as a major 
means of poverty alleviation in rural areas and Tanzania has made a commitment to 
tourism development that alleviates poverty and spurs economic growth while being 
culturally and environmentally benign.  Specifically Tanzania National Parks states that 
they are “committed to low impact, sustainable visitation to protect the environment 
from irreversible damage while creating a first class ecotourism destination” 
(TANAPA: corporate information).  Tanzania National Parks’ shares this concern and 
works to supplement local economic development while promoting low impact tourism 
and donate a portion of their revenues to local community projects such as schools and 
wells (TANAPA).  This philosophy of development along with a commitment towards 
free market ideals in the post Nyerere era makes Tanzania a strong candidate for the 
development of a sustainable tourism certification. Additionally, the tourists visiting 
Tanzania may constitute a good market for a sustainable tourism certification program.  
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Tanzanian tourists show a high interest in environmental and cultural attractions, and 
Tanzania targets a high income and high spending clientele, even when compared to its 
neighbor, Kenya (UNWTO, 2009).  This high income clientele with an interest in 
natural and cultural attractions may constitute a near ideal market for a sustainable 
tourism certification study.  
Stated Preference Choice Modeling 
This study will use a stated preference choice modeling (SPCM) 
approach.  Stated preference choice modeling uses hypothetical choice sets to elicit 
consumers’ preferences for different attributes of a good or service.  SPCM commonly 
makes use of paired choice sets in which respondents are presented with two (or more) 
products and asked to indicate which they prefer (or if they prefer neither).  SPCM is 
relevant for this study because it evaluates trade-offs that consumers must make when 
deciding whether or not to patronize businesses with or without certifications.  Certified 
businesses may have to either increase their prices in order to earn a certification, 
creating tradeoffs that consumers must evaluate.  SPCM is ideal for evaluating these 
types of complex trade-offs and the lack of a SPCM analysis of ecotourism certification 
has been previously suggested as a major gap in the literature (Font & Epler-Wood, 
2007).     
Despite criticisms ranging from its general philosophy (Sagoff, 1988) to its 
validity (Diamond, 1994), WTP as calculated by SPCM (or other techniques) has 
become an increasingly popular method of estimating the value of goods and services 
when no market price exists.  The lack of a market price may be because it is a public 
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good not sold on the market, such as environmental protection, or because the product 
does not yet exist.   SPCM is an ideal tool for measuring choices that are difficult to 
determine in the real world (Louviere, 1988).  SPCM has been popular in the applied 
marketing world because the results of the analysis are considered reliable 
approximations of real consumer behavior (Louviere, Hensher, & Swait, 2000).     
A weakness of the SPCM methodology is that they are stated preference 
models.  Respondents are typically under no obligation to act on their stated preference.  
Therefore the responses may not reflect what individuals are actually willing to pay, a 
problem known as hypothetical bias.  Hypothetical bias typically inflates stated 
preferences.  A meta-analysis of contingent valuation studies (another, less complicated 
type of stated preference survey) by Murphy et al. (2005) found that in studies that 
attempted to compare hypothetical preferences to actual willingness to pay that the 
median inflation was 1.35 times the hypothetical value.  Other biases include the 
strategic bias which refers to respondents acting not on their actual preferences but 
rather giving the answer that will most likely result in achieving the outcome they 
desire.  For example, a respondent that wants a park preserved may grossly overstate 
their WTP in order to inflate the outcome of the study and result in a higher WTP than 
actually exists.  Despite these shortcomings and criticisms the SPCM method is still 
frequently employed and considered a valid method by reputable organizations such as 




Choice Sets and Final Design 
 Choice sets presented to the survey respondents revolved around the desire to 
engage in certified tours on a future trip to Africa.  The choice sets were designed 
around the idea of understanding the spheres of sustainable development 
(environmental, cultural, and economic) that consumers most desire in sustainable 
tourism certifications and if consumers are interested in how stringent a certification is. 
Three focus groups of 5-8 people each were held to aid in survey design, the 
first focus group was conducted with colleagues from outside the tourism discipline, 
and the second two were conducted with individuals that had been on safari in Africa in 
the last 10 years.  These focus groups were used to make the SPCM design both easier 
to understand and make the attributes and levels meaningful to the participants.  
Potential levels and attributes were initially drawn from the Global Sustainable Tourism 
Criteria (Global Sustainable Tourism Council, 2011), a widely accepted set of 
principles for the operation of sustainable tourism businesses, and refined in focus 









To generate an economical number of paired choice sets that can be inserted 
into printed surveys, fractional factorial designs with main effects was employed.  
Thirty different paired choice sets were created.  These choice sets were further 
partitioned across six different versions of the survey (the only differences in the 
versions would be the choice sets) so that each respondent was responsible for 
answering five choice set questions.  Finally, in order to reach a wider range of tourists, 
the survey was translated into French, German, Italian, and Spanish by a company that 
specializes in survey design for social science research.   
Data Collection 
The survey was conducted at Kilimanjaro International Airport.  This airport 
serves predominately tourists, who have typically just been on the popular “Northern 
Circuit” of Tanzania National Parks which often includes visits to Kilimanjaro National 
Park, Arusha National Park, Serengeti National Park, Lake Manyara National Park , 
and Norongoro Conservation Area.   The survey was conducted over eight days in late 
July 2011 and early August.  This corresponds roughly with the summer high season 
for tourists.  A member of the research team approached every group that entered the 
departure terminal.  Once the group made it through passport control/security and has 
found a seat in the terminal, the group was approached and the team member requested 
that an individual in the group fill out a questionnaire.  
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Analysis of SPCM  
A random utility theory framework was used to analyze the choice set data.  
Random utility holds that an indirect utility function is composed of a deterministic 
component and a random error component (Louviere, 1988; Louviere, Hensher, & 
Swait, 2000).  The indirect utility function of a potential certification can thus be 
represented as 
                                ( )         (1) 
Where Uj is the utility of certification j, Vj is the deterministic component of 
utility to be estimated, εj is the unobservable error component. and A is the vector of 
the attributes presented in the choice sets.    Certification i will be chosen over 
certification j if Uj > Ui.  Assuming error components are randomly distributed, the 
probability of choosing certification i is   
 ( |    )   
    (    )
∑     (    )   
                                           (2) 
where M is the set of all certifications included in the choice set and μ is the 
scale parameter, typically set equal to 1.   This estimation method is known as the 
conditional logit model.  Nested logit has recently become popular in analyzing SPCM 
data that includes a variety of products and an “opt out” option (the “company without 
a certification” option is the opt out in in this case) as this analysis relaxes the 
independence of irrelevant alternatives (IIA) assumption of other logit models 
including conditional logit and multinomial logit.  However, a likelihood ratio test did 
not reject the IIA assumption (analysis not included here for brevity), so the conditional 
logit model is more appropriate and is used here.   
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The dollars per person per day was entered into the analysis as their numerical 
dollar value, additionally, a second model using the natural log of the dollar values was 
created.  Other attributes of the choice sets were entered as dummy variables with the 
“none” level as the baseline level.  An alternative specific constant (ASC) was included 
to measure the utility gained from a shift to “Tour company A” or “Tour company B” 
from “a company without a certification”.  Dummy coding was employed for all 
attributes except extra cost.  The nominal per person per day dollars were entered into 
one model and an additional model using the natural log of per person per day dollars 
was also created.  The interaction of a variety of demographic variables with the ASC 
was be added as interaction terms to determine whether they influence the decision to 
choose certifications or not (see Table 3.1).  Most of these variables are fairly standard 
in social science research, a dummy variable for American’s was added as this 
represented a large proportion of the sample and testing for the affects of American 
could yield information as to the popularity of the sustainable tourism concept in 
American as opposed to Europe (where the majority of other tourists were from). 
Demographic variables are described in Table 3.1). In order to help better understand 
tourist preference for each certification, the parameter coefficients can be converted to 
monetary values, called an implicit price or willingness to pay (WTP). The WTP can be 
obtained in a first by dividing the coefficient of the attributes by the coefficient of Per 
Person Per Day dollars in the nominal dollars model, and as 
 
     ( 
 ̂         
 ̂      )                                           (3) 
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In the LN model (Haab & McConnell, 2003). The survey was designed to be 
filled out by a variety of different nationalities so currency difference had to be 
accounted for. In the SPCM section, the English surveys included British pound 
conversion in parenthesis.  For the SPCM section in the other languages, the dollars per 
day attribute were listed in euros, but still used the 5, 10, 20, 40 progression.  These 
numbers were converted to USD before data analysis. 
Table 3.1: Definition of Demographic Variables. 
Variable Question Coding 




What is your approximate annual household 
income before taxes (if you are retired please 
check the highest income you earned during your 




Which of the following best describes the highest 




American Which country’s passport do you carry? 




Description of Sample 
The data collection technique resulted in a total 603 surveys being collected and 
a very high response rate of 90%.  513 respondents completed the SPCM section. 
Slightly more respondents were female (55%). The average age of respondents was 41, 
75% had a college degree, and 50% earned more than $90,000 a year.  Most tourists 
completed the survey in English (85%) and 47% of the respondents were from the 
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United Stated of America.  The mean group size was 3.2, and the mean trip length was 
14 days (see Table 3.2).      
Table 3.2: Basic Demographics and Trip Characteristics of Sample. 
Variable Statistic 
% Female 53.0 
% with a college degree 74.8 
% earning more than $90,000 51.1 
% from USA 46.1 
Mean Age 40.2 
Mean group size 3.2 
Mean length of stay (nights) 14.2 
 
Results of Model 
The models has a pseudo-R
2
’s of 0.223 for the nominal dollars model and 0.215 
for the LN dollars model, indicating a high explanatory values.  The nominal dollars 
model has a slightly higher pseudo-R
2
. All variables were statistically significant (see 
Table 3.3). The positive value of the constant indicated that respondents preferred 
companies with certifications to companies without certifications. There are two major 
conclusions that can be drawn from the model.  Tourists had the highest preference for 
companies that are environmental certified.  The preference for a silver environmental 
certification was greater than the value of a gold cultural or gold economic certification.  
This is not to say that cultural or economic certifications are not important to tourists, 
but they are not as important as environmental certifications.  Second, there is not a 
high demand for the more stringent certifications; while the gold coefficients are all 
higher that the silver coefficients, the coefficients somewhat plateau at the silver level 
(see Figure 3.3).  Increasing from silver to gold yields a relatively small increase in the 
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coefficients: 20% for gold, 13% for cultural, and 1% for economic according to the 
nominal model. This indicates that tourists are only marginally interested in more 
stringent certifications.  
 
Table 3.3: Results of Conditional Logit Models for Preferences for Sustainable 
Tourism Certifications. 
 Nominal dollars LN dollars 
Variable Coefficient Coefficient 
Environmental Gold 1.158** 1.156** 
Environmental Silver 0.962** 0.927** 
Cultural Gold 0.708** 0.695** 
Cultural Silver 0.642** 0.624** 
Economic Gold 0.564** 0.536** 
Economic Silver 0.558** 0.561** 
Per Person Per Day Dollars -0.0215** - 
LN(Per Person Per Day Dollars) - -0.277** 
Constant (ASC) 0.349** 12.20** 
*p< 0.05.   ** p<0.01.  
 
 


















WTP values ranged from a low of $25.94.06 to a high of $53.84 for the nominal 
model (see Table 3.4).  These values are derived from the model coefficients and thus 
display the same pattern (environmental certification is the highest, there is little 
demand for more stringent certifications). In the LN model, WTP values ranged from 
$6.59 to $64.08.  In the LN model, all values except environmental gold are lower than 
the nominal model. Respondents are likely to report higher willingness to pay values in 
a hypothetical scenario than in a real life scenario; therefore, the values are likely 
higher than they would be in real life.      
 
Table 3.4: WTP Values. 
 WTP (nominal model) WTP (LN model) 
Environmental Gold 53.84 64.08 
Environmental Silver 44.71 27.43 
Cultural Gold 32.9 11.32 
Cultural Silver 29.85 8.53 
Economic Gold 26.22 5.94 
Economic Silver 25.94 6.59 
 
Demographic Influence 
By creating interaction terms with the constant of the model, the effects of 
various demographic variables on the likelihood of selecting a certified company over a 
non-certified company can be examined.  This analysis uses nominal dollars as the 
nominal dollars model had more explanatory power in the baseline model. Results 
show that females and individuals not from the United States are more likely to choose 
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certified companies; income and age were not significant predictors of demand for 
sustainable tourism (see Table 3.5).    
Table 3.5: Results of Conditional Logit Model 
with Demographic Information Included. 
Variable Coefficient 
Environmental Gold 1.287** 
Environmental Silver 1.085** 
Cultural Gold 0.742** 
Cultural Silver 0.696** 
Economic Gold 0.642** 





Per Person Per Day Dollars -0.027** 
Constant (ASC) -0.050 
*p< 0.05.   ** p<0.01.  
Conclusion 
This study uses a SPCM approach to examine consumer preference for 
sustainable tourism certifications in Tanzanian Tourists.  Consumers appear to be 
interested in sustainable tourism certifications in Tanzania.  Tourists are primarily 
interested in certifications that will protect the environment and do not appear to have a 
high demand for more demanding types of certifications.  This may indicate a 
preference for what Honey and Stewart (2002) call the “conventional” type of 
sustainable tourism certification; these are typically less stringent and focus on resource 
conservation and environmental sustainability.  Honey and Stewart (2002, p. 59) 
discuss the drawbacks of this type of certification stating “In essence, this type of 
certification program for the conventional market entails taking useful, but minimal, 
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‘ecotourism lite measure that fall far short of sound practices and principles for 
sustainable development”. At the same time, the high WTP values may indicate a 
strong desire for these certifications amongst tourists.  If the demand is genuinely this 
high, then perhaps they are interested in more than a trivial certification.  Initial 
analysis indicates that women and tourists not from the United States are generally 
more interested in sustainable tourism certifications; income and education were not 
significant predictors. More research into the target market for sustainable tourism 
certifications is needed.  Future research should determine the degree to which these 
results can be replicated in other destinations.  Tanzania is noted for having excellent 
environmental and cultural attractions.  Results may differ in an area that primarily 
relies on either environmental or cultural attractions.  Additionally, this study focused 
on international tourists, tourists at domestic destinations may have a different set of 
preferences and different WTPs.  
Two survey limitations are worth mentioning.  One, the survey took place in 
one airport over eight days in the Summer of 2011.  While this does represent the high 
season at the most popular tourist airport, it should not be considered representative of 
the entire tourist population in Tanzania.  Two, as previously mentioned, the 
willingness to pay figures are likely inflated due to the hypothetical nature of the 
questioning. We would caution against considering them actual representations of 
consumers’ true WTP.       
Ultimately, this study represents one part of what should be a three part (at 
least) dialogue between consumer, industry, and community. For sustainable tourism 
73 
 
certifications to become both widespread through the industry and effective in fostering 
sustainability, a negotiation between the preferences of consumers, the abilities of the 
industry, and the needs of the community must be made.  This preferences, abilities, 
and needs have all be illuminated to at least some degree; Academics and practitioners 
must work in the future to foster  constructive comprise between these stakeholders as 
they move forward with the creation of a truly successful sustainable tourism 
certification system.    
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INVESTIGATING SERIOUS TOURISM: A QUANTITATIVE APPROACH 
Introduction 
A key part of comprehending the phenomena of tourism is understanding the 
role that tourism plays in individuals’ lives. Recent research has suggested that the 
serious leisure concept may have merit in tourism settings (Curtin, 2010; Kane & Zink, 
2004), and can aid in explaining the importance of tourism to an individual’s psyche.  
The existence of serious tourism may have important theoretical and practical 
applications.  Stebbins (2001) argues that serious leisure is important to an individual’s 
psyche and self-esteem as a lack of serious leisure can leave one’s life “devoid of any 
significant excitement” (p. 53).  Serious tourism may take the role of a serious leisure 
pursuit and thus play a central role in individuals’ mental well-being.  Additionally, the 
serious tourism concept may provide a new avenue to understand the connection 
between the leisure experience and the tourism experience. Finally, in the applied 
realm, serious tourists may have a higher demand for tourism and demand more 
specialized tourism products, making them potentially a unique market that can be 
targeted for specific products.   
While authors have previously studied serious tourism in a qualitative manner, 
no quantitative investigation has been made into the issue.  Thus the topic faces the risk 
that Gould et al. (2008) identified in serious leisure, namely that “the qualitative nature 
has hampered our knowledge of serious leisure, our understanding of contexts in which 
it may occur, and our ability to effectively and collectively distinguish serious from 
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casual participation” (p. 48). Qualitative researchers have previously indicated that the 
idea of serious leisure appears to have merit in tourism contexts (Curtin, 2009; Nimrod, 
2008), however without quantitative examinations, the structural similarities between 
serious tourism and serious leisure is difficult to gauge and the behavioral influence of 
seriousness on consumer behavior remains poorly understood.  Therefore, it is 
necessary to investigate the serious tourism concept from a quantitative perspective in 
order to understand the structural similarities between serious leisure and serious 
tourism and the manner in which a serious orientation effects tourists behavior.  This 
study will investigate whether the factor structure of serious leisure can be validated in 
a tourism setting, examine the demographics and motivations of serious tourists, and 
determine whether seriousness has an effect on consumer behavior.   
 
From Serious Leisure to Serious Tourism 
Defining Serious Leisure 
Stebbins (1992) first described the concept of serious leisure, defining it as “the 
systematic pursuit of an amateur, hobbyist, or volunteer core activity that is highly 
substantial, interesting, and fulfilling and where, in the typical case, participants find a 
career in acquiring and expressing a combination of its special skills, knowledge, and 
experience”(p. 3).  Stebbins (1992) notes that serious participants follow a type of 
career path  advancing from novice stages towards expertise with a number of key 
incidents along their path that spur additional growth.  Serious leisure contrasts with 
casual leisure, which requires no substantial training or specialized skills.  Causal 
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leisure is typically defined by a being more pleasurable and enjoyable as opposed to 
serious leisure which is satisfying and rewarding.  Serious leisure pursuits are important 
facets of individuals’ lives and become a central part of an individual’s identity 
(Stebbins, 1999). Serious leisure can impart important rewards to individuals, ranging 
from individually experienced benefits such as self-enrichment, renewal, and feelings 
of accomplishment to socially experienced benefits such as friendly interactions and 
belongingness. Stebbins (1999) lists six defining attributes of serious leisure that help 
separate it from casual leisure. 
1. Perseverance – conquering some adversity and gaining positive feelings 
2. Effort - effort to acquire knowledge, training, or skills 
3. Career - finding a career marked by turning points and stages of achievement 
4. Rewards - obtaining durable benefits and rewards 
5. Identity - identifying strongly with the activity 
6. Ethos - a unique ethos constructed around the serious leisure activity 
Gould et al. (2008) refer to perseverance, effort, career, identity, and ethos 
attributes as being indicators of a serious orientation.  The remaining attribute, rewards, 
is a result of the serious orientation.  Most research on serious leisure has focused on 
investigating participants a leisure activity and identifying these six attributes in that 
particular activity, often using a phenomenological methodology and an interpretevist 
paradigm. Serious leisure has been found and examined in an exhaustive list of 
activities including running (Gould, 2006; MacCarville, 2007), basketball (Heo & Lee, 
2010), taekwondo (Kim, Dattilo & Heo, 2011), golf (Siegenthaler & Dell, 2003), bridge 
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(Scott & Godbey, 1994), skydiving (Anderson & Taylor, 2010), kayakers (Bartram, 
2001), dancing (Brown, 2007), climbing (Dilley & Scraton, 2010), football watching 
(Gibson, Wilming & Holdnak, 2002), and dog showing (Gillespie, Leffler, & Lemer, 
2002). 
Serious Leisure and Recreation Specialization 
Serious leisure is often compared and contrasted with recreation specialization, 
a concept first delineated by Bryan (1977).  These frameworks share a number of 
similarities including the evaluation of participants’ skill, knowledge, and expertise 
(Stebbins 2005). Of the two related concepts, serious leisure may offer more research 
avenues in tourism research as it is a more holistic framework.  While recreation 
specialization primarily examines the evolution of and dedication to an individual’s 
participation in a leisure activity, serious leisure also encompasses the various rewards 
and benefits that the leisure activity provides to the individual.  The rewards and 
benefits of leisure in an individual’s psyche and self-esteem are considered an 
important reason for justifying the relevance and necessity of leisure travel, however 
they remain understudied, perhaps due to the lack of a suitable theoretical framework.  
Additionally, scholars have asserted that the serious leisure concept is more thoroughly 
defined (Tsaur & Liang, 2008; Stebbins, 2005), possessing a six attribute structure that 
encompasses dedication to the activity and the benefits that the activity confers on the 
individual.  Studies on recreation specialization generally rely on a continuum from the 
novice and generalized participant to the advanced and specialized participant (Tsaur & 
Liang, 2008).  These continuums generally encompass the dedication to the activity but 
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not the benefits that the activity confers. Stebbins (2005) has proposed that recreation 
specialization fits into the serious leisure concept, representing a key facet of an 
individual’s career development. This argument suggests that serious leisure represents 
a more holistic approach to understanding the role of leisure in an individual’s life, 
while recreation specialization represents a more focused approach to understanding 
how the interests of leisure participants change as an individual gains experience and 
expertise in an activity.     
Precedents of Serious Tourism 
While the scholarly linage of the serious tourism concept lies in the leisure field, 
there are precedents and related concepts in the tourism field. Foremost of these is 
Pearce’s (1988) travel career ladder.  This framework proposes that an individuals’ 
motivations and needs change throughout their lives, and thus their travel styles may 
change. Pearce suggests that tourists may satisfy more basic, biological needs such as 
stimulation and relaxation, or higher order needs such as fulfillment and self-esteem.  
This is typically viewed as a progression through a career; as individuals gain more 
travel experience, that gradually advance to the higher levels of the travel career ladder 
(Pearce & Lee, 2005).  While in some ways similar to the career ladder, serious tourism 
is less concerned with the progression of needs satisfaction and more concerned with an 
individual’s commitment to tourism and the rewards and benefits that tourism provides 
the individual.  
Additionally, though it does not revolve around a specific theory, the 
specialization of tourists into specified categories of tourists has been intensively 
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examined. And while it has been suggested that scholars are overemphasizing this 
specialization (McKercher & Chan, 2005), the trend towards typologyzing tourists into 
increasingly small subsets continues.  Numerous works have explored the specialization 
of tourists into such segments as cultural tourists, wildlife tourists, adventure tourists, 
culinary tourists, and dark tourists (Kim, Kim & Ritchie 2008).   Scholars have not 
widely adopted the term “tourism specialization” (see Kerstetter, Confer & Graefe, 
2001 for a rare example), but this concept may also exist in a similar manner to 
recreation specialization. Understanding the serious tourism concept first may lead to 
understanding the motivations for career development and tourism specialization in the 
future. Like the travel career ladder, the idea of tourism specialization, may represent a 
part of the career aspect of seriousness, but the concept is not as holistic as the serious 
tourism concept. 
Serious Leisure and Tourism 
Adapting serious leisure into serious tourism is not a straightforward process.  If 
we are to accept Jafari’s (1977 p. 8) definition that tourism that it is “"the study of man 
away from his usual habitat, of the industry which responds to his needs, and of the 
impacts that both he and the industry have on the host's socio-cultural, economic and 
physical environments” the conflict becomes clearer.  Serious leisure participants are 
typically in their normal habitat when they participate in leisure; it and thus their leisure 
can become a vital part of their life and self-identity.  However, even individuals with a 
serious interest in tourism will encounter great difficulty making tourism a major part 
of their life due to constraints of work schedules, family life, high costs, etc.  These 
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constraints make it difficult for individuals to participate in tourism in as regularly as 
most other leisure activities and therefor make it more difficult to make it part of their 
lifestyle.  Table 4.1 list the six qualities of serious leisure given be Stebbins (1999) and 
how they might apply in a tourism context. 
Table 4.1: Relationship of Stebbins (1992) Six Qualities of Serious Leisure to Tourism. 
Attribute Relationship to Serious Tourism 
Perseverance – 
conquering some 
adversity and gaining 
positive feelings 
Questionable. Adversity is often not encountered on 
cultural or wildlife trips; the adversity may be the wait 
before the trip take place.  This may be more easily 
applied to adventure trips in which adversity is  often a 
more integral part of the experience. 
Effort to acquire 
knowledge, training, or 
skills 
Very applicable. Skills and knowledge relating to 
cultural tourism, wildlife tourism, or adventure tourism 
can be acquired.  This may also entail a time and 
monetary effort spent on tours. 
Finding a career marked 
by turning points and 
stages of achievement 
Very applicable. Serious leisure participants often have 
memorable moments on trips, and serious tourists 
typically have had a trip or experience that converted 
them to a serious tourist. 
Obtaining durable 
benefits and rewards 
Tourism may provide long lasting psychological and 
health benefit similar to leisure, although the literature 
on this is surprisingly thin. 
Identifying strongly with 
the activity 
This may be more difficult than in serious leisure, as 
often noted travel and tourism is somewhat distinct from 
an individual’s day to day life, and  tourism typically is 
something only done on rare occasions. Identifying 
oneself as a serious tourist may be more difficult than 
with an activity that can be done at home. 
A unique ethos 
constructed around the 
serious leisure activity 
This is often present during the trip, but may be difficult 
to maintain in a day to day life. 
 
The idea of serious tourism has slowly evolved from the serious leisure 
literature. Several articles (Brown & Getz, 2005; Kane & Zink, 2004) have noted that 
trips can be significant events in a serious leisure career, for instance Kane and Zink 
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(2004) noted that kayakers on a trip “described making this form of packaged tour 
experience a significant feature of their kayaking career, as the tours provided one 
mechanism for participants to persevere with kayaking, develop their skills and define 
marked achievement in their serious leisure” (Kane & Zink, 2004, p. 338).  These 
articles seem to place tourism as an event within an individual’s serious leisure career 
rather than endorse the trips as serious tourism.  However, other authors have pointed to 
serious tourism being its own construct apart from leisure (Curtin, 2009, 2010). Hall & 
Weiler (1992) first extended the serious leisure concept into the field of tourism, 
resulting in the concept of the serious tourism.  Serious tourism has only been discussed 
sporadically in the past two decades (Stebbins, 1996; Stebbins, 1997), but its use seems 
to be on the rise (Brown & Getz, 2005; Curtin, 2009, 2010; Kim & Jamal, 2005; 
Nimrod, 2008; Prentice & Anderson, 2003; Trauer, 2006).   
Serious cultural tourists were the first to be seriously examined in the literature 
(Stebbins, 1996).  Much of the research on serious tourism has focused on cultural 
tourism, examining how individual with a serious leisure type interest in certain cultural 
phenomena participate in their leisure through tourism.  Serious cultural tourists 
generally study the history and culture of the location they are visiting in a concentrated 
fashion (Kim & Jamal, 2007; Stebbins, 1997).  Visiting certain locations may represent 
a kind of climax or high point of their serious pursuit.   Prentice and Andersen (2003) 
define serious cultural tourists as “those for whom cultural pursuits are a form of 
identity creation, an extension of general leisure, and a systematic (career-like) pursuit” 
(Prentice & Andersen, 2003 p. 8).   
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Recently, Curtin (2009, 2010) investigated the existence of serious wildlife 
tourism and defined serious wildlife tourists as those for whom “[l]ooking at and 
studying birds, mammals, butterflies and flowers is the primary motivation for travel” 
(2009 p. 454).  Curtin (2009) noted that while nature tourism is rarely physically 
demanding, there are a number of skills and a set of knowledge that can be acquired to 
make the experience more than simply looking at interesting flowers and fauna.  Most 
serious wildlife tourist began their careers at home, becoming interested in the nature 
around them.  These individuals tend to plan their travel around the specifics they 
would like to see (Curtin 2009).  Curtin finds that the idea of serious leisure is easily 
applied to these tourists, stating that “[i]t is clear that for these participants, love of 
nature and wildlife go far beyond the mere holiday experience and exists in their 
everyday world. This implies that participants’ presentation of self and wildlife 
watching is as much a part of the ‘home-self’ as it is their ‘holidayself’”(p. 470).  She 
ascribes these feelings and activities to be akin to serious leisure experiences.   
So while serious tourism in specialized contexts has been investigated, a broad 
exploration of serious tourism in a more general sense is lacking. Additionally, a 
holistic definition of serious tourists or serious tourism is still lacking, and scholars had 
rather defined specific types of serious tourists.  This study will offer a preliminary 
definition of serious tourists as individuals that exert a pronounced effort in planning 
travel, are knowledgeable about the attractions they visit, and associate their self-
identity with leisure travel.  These tourists are not necessarily pursuing specialized 
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interested, but rather are deeply connecting to the travel experience, no matter what the 
specific context (cultural or natural attraction) happens to be. 
Operationalizing and Applying Serious Tourism 
Seriousness has been most commonly been evaluated in a qualitative measure 
with researchers analyzing semi-structure interviews for statements pointing to the 
existence (or lack thereof) of attributes of serious leisure.  Gould et al. (2008), noting 
the abundance of qualitative research on the subject and relative lack of quantitative 
research, developed the serious leisure inventory and measure (SLIM).  The SLIM 
consists of items that can measure the six attributes of serious leisure in a quantitative 
manner and can be used as an additive index to assign seriousness score to respondents.  
The SLIM represents a new avenue for the quantitative study of serious leisure as an 
individual’s level of seriousness can now be measured with a tested methodology.  
Gould et al. (2008) validated this index using confirmatory factor analysis and a 
comparison of serious and casual leisure participants. This operationalization of the 
serious concept can assist researchers in performing qualitative research on serious 
leisure and/or tourism. 
One of the chief interests in serious tourism may be examining its effect on 
consumer demand for tourism.  There is a lack of research on serious leisure and 
consumer demand for leisure, however theoretical connections can be drawn. Logically, 
more serious individuals should have a higher demand for tourism experiences.  The 
effort attribute of serious orientation might entail more time and money spent on 
tourism (Tsaur & Liang, 2008). The recreation specialization concept makes this 
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connection more explicitly; expressing that economic commitment is one of the key 
indicators of recreation specialization (Salz, Loomis & Finn, 2001).  Oh and Ditton 
(2006) have related recreation specialization with an increase in willingness-to-pay 
(WTP), finding that anglers that fished more often, had more skill, and displayed more 
commitment expressed a higher WTP for more desirable fishing management schemes.   
Uncovering and demystifying the serious tourism concept may provide a new manner 
for understanding consumer demand for tourism and may eventually have practical 
applications in marketing specialized tourism products.  Additionally, finding an 
empirical connection between seriousness and consumer behavior will help validate 
serious tourism as a valid and useful framework.    
Asides from a new avenue for examining consumer demand, the serious tourism 
concept may fill a major theoretical gap in tourism research.  The field lacks a 
framework that holistically examines the role of tourism in individuals’ lives. While the 
psychology of tourists on vacation or the psychology of purchasing decisions has been 
thoroughly examined, the long term psychological effects of tourism remains 
understudied, and the role that tourism plays in an individual’s life while not on 
vacation is poorly understood.  The serious tourism concept and the SLIM may provide 
a new method for assessing interesting but understudied questions regarding the role 
tourism plays in enriching individuals’ lives.     
Objectives 
This study will address two gaps in the literature: one, the lack of research of 
serious tourism in a general context rather than a niche context and two, the lack of a 
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quantitative investigation on the concept of serious tourism.  It is important to note that 
this study will examine serious tourism in a general context rather than a specific 
context (cultural or wildlife tourism).  This study will use a preliminary definition of 
serious tourists as individuals that exert substantial effort in planning travel, are 
knowledgeable about the attractions they visit, and associate their self-identity with 
leisure travel.  This construct will be measured using an adapted version of the SLIM. 
Three objectives are pursued in order to investigate the existence and effects of serious 
tourism.  
 O1: Determine if the serious orientation attributes of the SLIM can be 
validated through confirmatory factor analysis. 
 O2: Examine how basic demographics and travel motivations effect level 
of seriousness. 
 O3: Determine whether seriousness is a significant predictor for amount 
of money spent on travel for pleasure or days spent traveling for 
pleasure. 
Objective one will determine whether the six attributes of serious orientation as 
measured by the SLIM can be validated in a tourism setting.  It will provide evidence as 
to whether serious tourism shares structural features with serious leisure and may 
provide a manner to quantitatively measure seriousness.  Objective two will provide an 
overview of who the serious tourists are and what typically motivates them to take 
vacations; uncovering who the serious tourists are may be an important step in 
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analyzing them as a unique market segment.  Objective three will examine whether 
seriousness as measured by the SLIM effects consumer behavior.  If a relationship 
between seriousness and consumer behavior is not uncovered, the usefulness of the 
serious tourism framework and/or the SLIM in a tourism setting will be called into 
question.     
Methods 
Study Site and Data Collection 
The study examines international tourists in Tanzania. This population may 
provide a good sample for studying serious tourism as a mix of serious and non-serious 
tourists may be present here.  A safari in Tanzania may represent milestones for many 
serious tourists in their “careers” as tourists.  However, other tourists may visit for a 
more leisurely experience on catered safaris.  This discrepancy should give a wide 
variety of serious levels so that they can be properly contrasted.    
The survey was conducted at Kilimanjaro International Airport over eight days 
in July 2011.  This corresponds with the summer high season for tourists.  Surveying 
took place from the early afternoon to late evening as this was when the vast majority 
of tourists were leaving the country.  Once a group of tourists had gone through 
passport control/security and found a seat in the terminal, the group was approached by 
a member of the research team who requested that an individual from the group fill out 
a questionnaire.  The airport contained only one international departure lounge area so 
is was feasible to approach all groups. The survey was offered in five languages; 
however, this study uses only the English responses as confirming the validity of a 
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construct across five languages may add additional complexity to the issue. 
Additionally, 85% of respondents answered the English survey so the lost data is 
relatively small.  
Evaluating the Structure of Serious Tourism – O1 
Gould et al. (2008) created the SLIM in an effort to make seriousness a 
measurable construct and to provide a tool with which to measure serious leisure.  The 
SLIM further segments the six attributes of seriousness into eighteen dimensions.  The 
rewards attribute consists of twelve total dimensions including diverse rewards such as 
self-actualization and group maintenance.  The career attribute is broken into two 
dimensions: career progress and career contingences.  All other attributes consist of one 
dimension.  Gould et al. (2008) note that the twelve dimensions of the reward attribute 
are not reflective of serious orientation but of outcomes of being serious about a leisure 
pursuit.  Therefore, these dimensions should “not be considered an additive reflection 
of seriousness” (p. 63).  The authors suggest that the remaining six dimensions (which 
represent five of the six attributes of serious leisure) can be used as an additive scale for 
seriousness.  
This study only examines the six dimensions that represent a serious orientation.  
The full survey encompasses 72 questions, the majority of these questions examine 
rewards of serious leisure.  Given that the respondents were asked a number of other 
questions about their vacation habits and preferences, the full SLIM was deemed too 
long to include in the survey.  Additionally, the rewards based dimensions are 
considered reflective of the serious orientation, and thus would serve little use as 
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variables for further analysis based on this study’s objectives.  Therefore, this research 
does not investigate the reward dimensions of serious tourism and focuses on the six 
dimensions that encompass serious orientation towards tourism.     
The SLIM was adapted to make it more relevant for tourists.  The majority of 
SLIM questions translated easily into the tourism environment, by inserting the word 
“travel” where the leisure activity would typically be inserted.  However a number of 
questions do not easily change formats.  With input from two focus groups consisting 
of five and eight individuals who had previous been to Africa on Safari, the following 
alterations were made.  Questions involving effort and career progress were altered to 
evaluate planning for tourism instead of travel in general (for example: instead of the 
statement “I have improved at traveling since I began participating” the statement “I 
have improved at planning vacations since I began participating” was used). 
Additionally, question “I share in many of my ______ groups’ ideal” was eliminated as 
a suitable alteration could not be created.  The focus group participants generally 
agreed that the changes were sensible and easy to understand.  The final scale consisted 
of twenty three items each comprising of a statement which respondent could agree or 
disagree with on a 9 point Likert scale (full items can be found in table 4.4).   
The validity of the SLIM in a tourism setting was evaluated with confirmatory 
factor analysis (CFA). CFA is a type of structural equation model in which researchers 
specify what variables are affect by common factors based on a-priori theory.  A CFA 
procedure will be employed to determine whether the six attributes of serious leisure 
orientation are identified as separate factors.  This model is evaluated using a number of 
92 
 
fit indices including: the Satorra-Bentler Scaled Chi-Square (SBx
2
) which is a robust 
procedure that adjusts for multivariate non-normality in the data; the Comparative Fit 
Index (CFI) which measures the portion of improvement of fit in the analyzed model 
when compared to the null model;  the Non-Normed Fit Index (NNFI) which is similar 
to the CFI but accounts for model complexity, the Standardized Root Mean Square 
Residual (SRMR) which measures the difference between the observed data and 
reproduced data matrices; and the Root Mean Square Error of Approximation 
(RMSEA) which measures the lack of fit relative to degrees of freedom. The selected 
measurements provide a mix of measurements that are absolute fit measures and 
incremental fit measures as well as both measurements that penalize complexity and 
those that are unaffected by complexity. 
Any respondent that filled out less than half the SLIM was removed from the 
dataset, as were individuals that filled out the same number for all twenty-three items.  
Other missing values, approximately 1.4% of the data, were replaced with created 
values using the maximum likelihood model and the expectation maximization 
algorithm. An initial model was created with 23 items loading onto four factors (four 
items per factor, except for factor five which has three items).  A second order factor 
that represents overall seriousness was created as an independent factor that influences 
the six dimensions of serious orientation, which in turn influence the responses to the 






 Order Factor Model – Items are Unwritten Here. See Table 4.4 for Full Items. 
 
 
Demographics and Motivations of Serious Tourists - 02 
A number of demographic questions were asked of tourists (see table 4.2).  
These demographic variables were used as independent variables in an linear regression 
model to determine whether any were significant predictors of serious orientation (as 
measured by the SLIM). Some of the demographic variables that are used as 












correlated at a >0.40 level), and this multicollenarity can cause suppression and/or high 
variance inflation factor scores and drastically alter results.  To avoid issues of 
multicollelinarity this analysis uses stepwise regression, entering variables at the 
p<0.10 and removing at p≥0.10. This allows the statistical program to determine the 
independent variables with the highest predictive power while avoiding entering 
variables that have little additional predictive power to the model and will cause 
suppression or variance inflation.  Given that this represents the first quantitative 
investigation into the demographics of serious tourists, this technique is appropriate as 
it allows the researchers to enter a large number of variables into the model to explore 
what variables are most influential.   
To examine tourists’ motivations, a motivation scale originally developed for 
vacationers on safari in Kenya was incorporated into the survey instrument.  Beh and 
Bruyere (2007) used this scale to uncover motivational factors behind safari tourists, 
finding a number of factors related to a variety of push and pull motivations.  Slight 
alterations were made to adapt the scale to a Tanzanian setting.  Motivations are listed 
and respondents were asked whether they agree with them on a 1-9 Likert scale.  As the 
motivations were not created on a specific theoretical framework or motivational 
typology, this study follows Beh and Bruyere’s (2007) methodology and uses 
exploratory factor analysis to determine the dimensions of motivations. Principle 
components extraction with a varimax rotation was employed to determine factors, 
items that did not load at a 0.60 level were eliminated from the analysis in a stepwise 
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fashion.  Seriousness was tested for correlation against the uncovered motivational 
factors using Pearson’s correlation score.      
Table 4.2: Definition of Variables. 
Variable Question Coding 
Sex What is your gender? 0=male, 1=female 
Income 
What is your approximate annual household 
income before taxes (if you are retired please 
check the highest income you earned during 




Which of the following best describes the 
highest level of education you have completed? 
(5 categories offered) 
0=lowest to 
4=highest 




USA Which country’s passport do you carry? 1=USA, 0= all other 
Days 
Traveling 
On average, how many days per year do you 
spend traveling for pleasure? 
Given number used 
Dollars 
Traveling 
On average, how much money per year do you 
spend on travel for pleasure?  (please indicate $, 
£, €, etc.) 
Given number 
converted in USD 
using exchange rate 




Seriousness’s Effect on Consumer Behavior – 03 
If seriousness is a useful construct in evaluating consumer behavior, an 
individual’s serious score should positively correlate with the individual’s time and 
money spent on tourism (see Table 2).  Regression analysis was performed to 
determine whether, after controlling for demographic characteristics, seriousness (as 
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measured by the additive index from the SLIM)is a significant predictor of days spent 
traveling and amount of money spent on vacations.  In addition to income, education 
and age, United States’ citizenship was also added as Americans typically enjoy fewer 
vacation days than other nationalities.  As with the model for demographics, a stepwise 
procedure (entering variables at the p<0.10 and removing at p≥0.10) was employed so 
that issues of multicollienarity could be avoided.   
Results 
The data collection technique resulted in a very high raw response rate of 90.1% 
and a total of 603 valid surveys being collected.  518 of those surveys were in English, 
and of those surveys 383 completed the entire survey .  Of those that did not complete 
the survey, most had to board the plane before the survey could be completed.   
The sample consists of slightly more females (54%) than males (see Table 4.3).  
The sample is well educated and wealthy, 75.1% had college degrees and 50.3% earn 
over $90,000 per year.  Given the expensive nature of Tanzanian vacations this was 
expected. The average age of the sample is 40.3.   Slightly more than half (53.3%) of 
the sample is from the United States of America.  On average, the respondents spend 26 








Table 4.3: Basic Demographics and Vacation Characteristics of Sample. 
Characteristics Percent or Mean 
% Female 54.0 
% With a College Degree 75.1 
% Earning more than $90,000 50.3 
% From USA 53.3 
Mean Age 40.3 
Mean Days Spent Traveling for Pleasure 26.0 
Mean Annual Vacation Budget $9,030 
 
Construct Validity - 01 
Tourists tend to agree with the statements on serious tourism (see Table 4.4).  
The items’ mean scores range from a low of 5.82 (I share in the sentiments that are 
common among travel enthusiasts) to a high of 6.82 (I have progressed in my ability to 
plan vacations) on a 9 point scale.  Additive seriousness score ranged from 29 to 167 
with a mean of 117.7 and a standard deviation of 26.3.  In the second order model, 
factor loadings for individual items on the six attributes range from a low of 0.61 to a 
high of 0.92.  Factor loadings for the six attributes on serious orientation range from 









Table 4.4: Factors of Serious Orientation with Items, Means and Factor Loadings (Factor Loads 
for Factors Refer to the Loading on the Second Order Factor of Serious Orientation, Factors 
Loadings for Items Refer to Loads on Their Specified Factor). 
  Mean Factor Loading 
Perseverance 6.35 0.76 
If I encounter obstacles in travel, I persist until I overcome 
them 
6.43 0.84 
If I encounter a difficult task in travel, I will persevere until it 
is completed 
6.58 0.88 
By persevering, I have overcome adversity in my travels 6.27 0.82 
I overcome difficulties in travel by being persistent 6.22 0.61 
Effort 6.24 0.93 
I put forth substantial effort to plan my travels 6.65 0.62 
I work to improve my ability to plan my travels 5.90 0.75 
I am willing to exert considerable effort to plan my travels 6.41 0.77 
I try hard to become more competent in planning travel 6.02 0.77 
Career Progress 6.55 0.89 
I have improved at planning vacations since I began 
participating 
6.40 0.88 
I have progressed in my ability to plan vacations 6.82 0.72 
Since I began traveling, I have improved my ability to plan 
vacations 
6.53 0.89 
I feel that I have made progress in my ability to plan vacations 6.47 0.88 
Career Contingencies 6.15 0.80 
I know of specific instances related to travel which have 
shaped my involvement in it 
6.23 0.84 
For me, there are certain travel related events that have 
influenced my travel involvement 
6.16 0.71 
For me, there are certain travel related events that have 
significantly shaped my involvement in travel 
6.22 0.80 
There have been certain high or low points for me in travel 
that have defined how I am involved in traveling 
6.02 0.71 
Unique Ethos 5.97 0.74 
I share many of the sentiments of my fellow travel devotees 5.97 0.74 
Other travel enthusiasts and I share many of the same ideals 6.04 0.81 
I share in the sentiments that are common among travel 
enthusiasts 
5.82 0.84 
Identity 6.05 0.75 
Others that know me understand that travel is a part of who I 
am. 
6.35 0.88 
I am often recognized as one devoted to travel 5.90 0.86 
Others recognize that I identify with travel 5.95 0.92 




Various reliability measures are at acceptable levels which indicate a good fit (CFI>0.9; 
NNFI>0.90; RMSEA< 0.08; SRMR<0.1; see Table 4.5) (Byrne, 2006; Kline, 2005). 
An examination of standardized solution score and Lagrange Multiplier tests suggest 
that one item (“I overcome difficulties in travel by being persistent.”) could be deleted 
and that one error correlation could be added to the model to improve fit.  These 
modifications were performed and resulted in very minimal improvement (for example 
the CFI only increased to 0.920).  Therefore these modifications were deemed 
extraneous, and the initial model was deemed appropriate.  














556.33 (201)* 0.918 0.906 0.064 0.064 0.963 
Notes.  
a
robust statistics; SBχ2= Satorra-Bentler Scaled Chi-Square; df = degrees of freedom; 
CFI = comparative fit index; NNFI = non-normed fit index; RMSEA = root mean square error 
of approximation; SRMR = standardized root mean square residual.  RHO is an adjusted 
Cronbach’s Alpha that accounts for violations of Tau-equivalency.  
 
 
Demographics and Motivations of Serious Tourists - 02 
The final model for predicting seriousness based on demographics uses three 
variables to predict seriousness: Edu, USA, and Sex (see Table 4.6).  The model is 
significant (p<0.01), however it has a modest effect size (R
2
=0.051).  Individuals with 
higher education and individuals from the USA have a more serious orientation.  It 
appears females may have a more serious orientation; however the p-value is slightly 




Table 4.6: Model for Predicting Seriousness Based on 
Demographics. 
Variable B β 
Constant 117.95**  
Edu 4.56* 0.147* 
USA 7.29* 0.123* 
Sex 6.81 0.105 
Age - - 
Income - - 
*p< 0.05.   ** p<0.01.  
 
 
As for the motivations of serious tourists, the EFA uses 26 items that are sorted 
into five factors.  Five factors were chosen as the sixth factor had an eigenvalue of less 
than one and an examination of the scree slope showed that eigenvalues began to 
plateau after the fifth factor.  The factors were titled “nature”, “escape”, “personal 
growth”, “history and culture”, and “new and exciting experiences” (see Table 4.7).  
The relationship between each of the five factors and seriousness was tested using 




























(if deleted for 
ítems) 
Mean 
Nature (6.44 - 24.80%)   0.943 5.78 
Learning about other animals 0.915 0.938 7.31 
Learning about the “big 5” animals 0.890 0.936 6.28 
Viewing the “big 5” animals 0.864 0.932 5.99 
Learning about African birds 0.820 0.930 6.13 
Viewing wildlife 0.806 0.936 4.98 
Learning about savannah ecosystems 0.775 0.936 4.94 
Learning about nature 0.765 0.936 5.78 
Learning the history of Tanzanian parks 0.651 0.941 5.31 
Studying nature 0.675 0.943 5.33 
Escape (4.01 - 15.41%)  0.901 5.22 
Getting away from the usual demands of life 0.904 0.879 5.39 
Getting away from home 0.867 0.866 5.70 
Being away from the demands of home 0.866 0.902 4.94 
Being away from crowds of people 0.682 0.864 5.02 
Avoiding normal responsibilities 0.670 0.891 6.03 
Having a change from everyday routine 0.641 0.895 4.27 
Personal Development (3.85 - 14.81%)  0.890 4.85 
Thinking about personal values 0.872 0.845 4.66 
Thinking about who you are 0.854 0.859 4.25 
Developing a sense of self-pride 0.843 0.844 4.99 
Growing and developing spiritually 0.747 0.889 5.78 
Having stories to tell 0.673 0.887 4.59 
History/Culture (3.17 - 12.19%)  0.843 6.36 
Learning about Tanzanian culture 0.865 0.863 5.29 
Learning about the history of Tanzania 0.762 0.746 6.12 
Experiencing new culture 0.747 0.756 6.70 
Learning about tribal cultures 0.715 0.828 7.34 
New/Exciting Experiences (1.94 - 7.45%)   0.806 7.49 
Experiencing excitement 0.812 - 7.76 







Results of a correlation test show that serious orientation is positively correlated 
with “nature”, “history and culture”, and “new and exciting experiences”.  The factors 
of “escape” and “personal growth” were not significantly correlated with serious 
orientation (see Table 4.8). It should be noted that the effect sizes of all these 
correlations are modest, the highest (nature) accounts for only 7.7% of variance. 
Table 4.8: Correlation Between Seriousness and Motivational Factors. 
Motivations Pearson Correlation Direction p 
Nature 0.278 + 0.000 
Escape 0.012 n/a 0.827 
Personal Growth 0.095 n/a 0.086 
History and Culture 0.148 + 0.008 
New and Exciting Experiences 0.145 + 0.009 
 
Seriousness and Consumer Behavior - 03 
The final model for predicting annual days traveling uses three variables: Age, 
seriousness, and USA (see Table 4.9). The model is highly significant (p<0.001), but 
has a modest effect size (R
2
=0.061).  Seriousness positively correlated with spending 
more days traveling for pleasure.  Age and income were also positively correlated with 
spending more days traveling for pleasure.  Respondents from the USA spend less days 








Table 4.9: Factors Influencing Annual Days 
Traveling for Pleasure. 
Variable B β 
Constant 1.51  
Age 0.305** 0.165** 
Seriousness 0.109* 0.147* 
USA -6.41* -0.132* 
Sex - - 
Income - - 
Edu - - 
*p< 0.05.   ** p<0.01.  
 
The final model for predicting annual expenditure on pleasure travel uses three 
variables: Income, Seriousness, and Age (see Table 4.10).  The model is highly 
significant (p<0.001), and has a relatively large effect size (R
2
=0.269).  Seriousness 
positively correlated with spending more money traveling for pleasure.  Age and 
income were also positively correlated with spending more money traveling for 
pleasure.  
Table 4.10: Factors Influence Annual Expenditure on 
Pleasure Travel. 
Variable B β 
Constant -14,600**  
Income 2,191** 0.359** 
Seriousness 82.1** 0.244** 
Age 86.9* 0.166* 
Sex - - 
Edu - - 
USA - - 






The results of the CFA indicate that the six factor structure of serious 
orientation is valid in a tourism setting and suggests that serious tourism may be 
structurally similar to serious leisure.  One specific of the model is worth noting, effort 
appears to share the highest correlation with seriousness.  These results indicate that the 
six dimension structure of a serious leisure orientation is present in tourism.    
Results of the test for the demographic effects on serious tourism indicate that 
more educated individuals and individuals from the United States may be more serious 
in their travel.  It should be noted that the relationship between Americans and 
seriousness may be spurious and due to the distance between the countries, especially 
when compared to Europe, rather than their nationality.  This is to say that more serious 
tourists are more likely to be willing to spend more travel time and more money than 
non-serious tourists, so Tanzania is an unlikely destination for less serious tourists from 
the United States.  Very little research has explored the relationship between 
demographic characteristics and seriousness in the leisure or tourism field and this issue 
may be worth exploring in the future.       
More serious tourists are more likely to be motivated by the major pull factors 
of Tanzania, namely the wildlife and the history and culture.  They were also more 
likely to be interested in new and exciting experiences.  They are not more likely to be 
motivated by the factors escape and personal growth.  The escape factors are more 
aligned with the push aspects of tourists’ motivations.  These results indicate that 
tourists with a serious orientation are more motivated to take vacations based on the 
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attractions and interesting features of a destination, rather than escaping their daily 
routine.  Given what we know about serious leisure, it appears somewhat odd that 
personal growth was not significantly correlated with a serious orientation.  The idea of 
earning personal rewards and having life enriching experiences is integral to serious 
leisure, but this study found no correlation between seriousness and personal growth as 
a motivating factor in travel.  This result has at least three possible meanings.  Perhaps 
the serious tourists do experience personal growth from tourism, but are not motivated 
to take trips because of this growth. Or perhaps serious tourists do not experience any 
more personal growth than non-serious tourists.  Finally, given that the p value of 0.086 
is close to the typical acceptable value of 0.05, perhaps with more responses the 
correlation might be significant. However, the current correlation is slight with less 
than 1% of variance explained, meaning the relationships is at best, minor. 
Conclusion  
The study results show that the SLIM is reliable in a tourism setting and that 
serious orientation affects individuals’ behavior, leading them to spend more days 
traveling for pleasure and more money on travel.  Additionally, certain motivation and 
demographic variables (namely “pull” factors) are significantly correlated with 
seriousness.  These results indicate a similarity between serious leisure and serious 
tourism and suggest that a serious orientation affects consumer demand for tourism.   
The study suffers from a limitation of the study site.  Results in less exotic 
locations or locations that attract more domestic tourists may differ in ways which we 
cannot yet predict.  Additionally, Gould et al. (2008) initially tested all 18 factors of 
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serious leisure, but due to the potential of survey fatigue, this study opted to test only 
the six factors related to serious orientation.  The repetitiveness of the SLIM and chance 
for survey fatigue should not be underestimated, even using the reduced 23 question 
version of the SLIM  (as opposed to the 72 question full version), the researchers 
encountered a number of complaints about the repetition from survey respondents.  In 
future research involving the SLIM and tourism, researchers may wish the only use 
what we found to be the six highest loading items from the SLIM on the questionnaire.  
Especially if researchers are more about the effects of serious orientation rather than 
confirming the construct’s validity, a six question version of the SLIM may be 
preferable. 
This study suggests that a more serious orientation may result in a higher 
demand for tourism and may have unique motivations.  While the connection is fairly 
intuitive, the link between consumer spending and seriousness in leisure or tourism has 
not been well explored.  The results of the regression analysis provide empirical 
evidence for what has been expected but not empirically demonstrated.  Tourists with a 
more serious orientation spend more time traveling for pleasure and more money 
traveling for pleasure.  This connection, combined with the connection between 
seriousness and certain motivations suggest that serious tourists may represent a unique 
and attractive market segment.  Additionally, future research into the preferences and 
behavior of serious tourists should be conducted to determine whether they indeed do 
represent a unique and economically viable segment.  Further connections may be made 
into serious tourists and sustainable tourism.  Connections have previously been made 
107 
 
between recreation specialization and pro-conservation attitudes (Oh & Ditton, 2006), 
and research may be conducted to determine if serious tourists prefer sustainable option 
in their travel.       
In addition to the economic and marketing applications, it should be noted that 
the long term psychological rewards and benefits of tourism have not been well 
explored.  Curtin’s (2009, 2010) recent articles are certainly a start, but is more focused 
on the benefits of wilderness experiences than tourism.  We would suggest that the 
serious tourism framework may provide insights into the personal rewards and mental 
benefits gained from tourism.  These benefits and rewards may be closely associated 
with the benefits and rewards associated with leisure.  Work such as that by Kuhnel and 
Sonnetag (2011) reveals the short term psychological benefits on reducing stress and 
work related exhaustion, but this type of work is rare, and work addressing long term 
psychological benefits on self-esteem and self-actualization provided by tourism 
appears to be largely lacking. Future research on the psychological benefits of tourism 
may have much to learn from the leisure field.  This avenue may also provide new ways 
to connect the tourism and leisure scholarship. There are twelve separate factors of 
serious outcomes which are relevant to fully understanding the phenomena of serious 
leisure.  The outcomes aspects of serious tourism may provide future grounds for 
productive research.  Exotic and expensive travel such as Tanzania provides a variety 
of rewards.  These may range from personal satisfaction and self-enrichment to more 
cynical goals such as showcasing oneself as wealthy.   
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The relationship between the concepts of leisure and/or recreation and tourism 
has long been discussed and evaluated, but the psychological connection and 
similarities between the concepts have rarely been empirically evaluated.  Most work 
(Mieczoski, 1981; Poria, Butler & Airey, 2003) argues that tourism can be recreation 
and leisure, and that tourism, recreation and leisure can all provide similar important 
psychological roles, such as providing esteem and self-actualization.  Concepts such as 
serious leisure or recreation specialization may provide interesting avenues to pursue 
the similarities in the future.  The more narrowly focused concept of recreation 
specialization may also have interesting future applications in the tourism field.  For 
instance, how have the serious tourists developed their careers and what specific 
interests have they developed?  Have they specialized in a particular interest 
(environmental or cultural interests) or destination type (East Africa, developing world, 
or rural), and has this interest been stable through time or remained relatively stable? 
Understanding how individuals develop and pursue interests in their travel careers may 
provide interesting insights into consumer demand for tourism in the future.  While the 
travel career has previously examined changes in demand for tourism through an 
individual’s life, this typically revolves around changes in the individual’s age and 
family structure, not their psychological make-up and leisure interests. Hopefully, the 
serious tourism framework can provide a useful concept and the SLIM can prove to be 
a capable instrument for examining the role of tourism on an individuals’ psyche, and 
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MOTIVATIONAL FACTORS’ INFLUENCE ON PREFERENCE FOR 
SUSTAINABLE TOURISM CERTIFICATIONS 
Introduction 
The Brundtland Commission (World Commission on Environment and 
Development, 1987) popularized the definition of sustainable development as 
“development that meets the needs of the present without compromising the ability of 
future generations to meet their own needs” (conclusion, para. 1).  Sustainable 
development is often discussed as encompassing three spheres: economic, 
environmental, and social.  The economic sphere entails the aspect of providing for the 
needs of individuals today and into the future.  The environmental sphere involves 
managing the earth in a manner that people can continue to live off the earth in the 
future.  The social sphere encompasses the desire to protect the diverse cultures of the 
earth in order to preserve the global heritage.  The commission holds that sustainable 
development is key to creating a “future that is more prosperous, more just, and more 
secure” (new approaches, para. 7). As the future of tourism businesses are often closely 
tied to the quality of local natural and cultural resources, tourism has long been 
regarded as an industry capable of promoting sustainable development (Gunn, 1978).  
The United Nation’s World Tourism Organization (UNWTO) asserts that tourism has 
the power to reduce poverty, augment social development, and promote sustainable 
development (UNWTO, 2007).  However, tourism often falls short of these goals, 
which is disconcerting of a supposedly clean industry.  The UNWTO, along with 
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numerous government and international NGOs, realize that they must strive in the 
future to make tourism a sustainable industry.  Sustainable tourism initiatives and 
ecotourism are often proposed as a means of making tourism a sustainable industry.    
In the past twenty-five years, the idea of ecotourism swept through the field as a 
potential means of promoting sustainable tourism development.  The first widely cited 
definition of ecotourism defines the concept as “traveling to relatively undisturbed or 
uncontaminated natural areas with the specific objective of studying, admiring, and 
enjoying the scenery and its wild plants and animals, as well as any existing 
manifestations (both past and present) found in these areas” (Ceballos-Lascuráin, 1987 
p.14).  The idea of ecotourism became popular as a reaction to the often undesirable 
impacts of mass tourism such as environmental destruction, inequitable distribution of 
economic benefits, and cultural commodification.  Ecotourism was then generally 
defined as tourism that would educate tourists, protect the environment, and provide 
economic benefits to locals.  In the late 1980’s and early 1990’s, the idea was 
approached with a great deal of enthusiasm as an idea that could revolutionize the 
tourism industry and marry the ideals of economic benefits to conservation and 
sustainability (McKercher, 2010).  Despite the best efforts of numerous academics, 
NGOs, and governments, ecotourism has experienced a “crisis of legitimacy” 
(Lawernce, Wickins & Phillips, 1997 p. 307) over the past 15 years as the term 
“ecotourism” has become  embraced more as a marketing ploy than a commitment to 
sustainable development (Jamal, Borges, and Stronza, 2006).  The result is that 
destinations and businesses labeled as ecotourism are often not sustainable 
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environmentally (Buckley, 2004; Stonich,1998), economically (Mbaiwa, 2005; 
Walpole & Goodwin, 2000), or socially (Belsky, 1999; Southgate, 2006).   
As scholars and practitioners began to realize that the simple idea of ecotourism 
would not lead to sustainability, the idea of having auditors certify tourism businesses 
as sustainable began to take hold (Font, 2002; Sasiharan, Sirakaya, & Kerstetter, 2002).  
Some certification schemes such as the Eco-management and Audit Scheme and the 
International Standards Organization certifications have been adopted by large hotel 
chains and the cruise industry, but these are difficult for smaller companies to join, and 
the tourism industry has generally preferred to use its own schemes (Font, 2002). 
However, the development of such sustainable tourism certifications has been slow. 
Chief among these obstacles is a circular problem: for consumers to have demand for 
sustainable certifications, there needs to be a widely known system adopted by 
numerous companies, but most companies would prefer to see proof of consumer 
demand for certifications before they invest the time and effort in earning a sustainable 
certification.  Part of overcoming this obstacle will be understanding consumer 
preferences for sustainable tourism certifications.  Research into this issue is lacking 
and there is currently no comprehensive study of consumer preferences for sustainable 
tourism certifications (Font & Epler-Wood, 2007; Rainforest Alliance 2002).  In 
particular, there is a lack of understanding on what psychological and motivational 
factors may affect consumer preference for these certifications.  Understanding the 
mentality of the tourists that seek these certifications may be key to understanding how 
they should best be marketed to consumers.   
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This study will attempt to add to the understanding of consumer preferences for 
sustainable tourism certifications by examining the psychological and motivational 
factors influencing consumer preferences for sustainable tourism certifications.  The 
study will use a variety of motivational factors in conjunction with the tourist’s 
seriousness to gain insight into the factors influencing consumer preference for 
sustainable tourism certifications.   
 
Literature Review 
Sustainable Tourism Certifications 
The UNWTO (2002) believes that sustainable tourism certifications can have a 
positive effect on the industry, stating that ecolabels have “tremendous potential to 
move the industry towards sustainability” (p. 12), and have made several calls to 
consolidate existing labels and awards into a more comprehensive and widely 
recognized system (UNWTO, 1999; UNWTO, 2002).  Scholars believe that green 
certifications may be an ideal tool to combat the potentially destructive nature of 
tourism due to their voluntary and free market nature.  Honey (2008) states that  
[Certifications] are uniquely suited to our times.  The prevailing notion 
for much of the 20
th
 century was that social, economic and 
environmental problems could be solved by government intervention.  
However, over the last several decades the role of state has been rolled 
back, as corporations… [push] a new ideology, dubbed the ‘Washington 
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Consensus’, which trumpets free trade, privatization, deregulation and 
economic globalization. (p.243) 
 
Certifications are a means to sustainable development that are agreeable to this new 
political reality.  
Font (2002) provides a basic framework for how a sustainable tourism 
certification system should work (see Figure 5.1).  He views the process as having five 
stakeholders and five key processes.  The stakeholders include the tourism market (the 
consumers), the applicant (the business applying for the certification), the verifying 
body (the organization that examines the businesses sustainability), the awarding body 
(the organization that sets standards for the award and promotes it to the public), and 
the funding body which monetarily supports the awarding body.   The first of Font’s 
(2002) five key elements to a successful sustainable certification system involves the 
creation of standards, which the awarding body creates and then provides to the 
verifying body.  The second is the assessment of applicants by the verifying body.  The 
third is the certification of applicants who have passed the assessment by the awarding 
body.  The final steps are that the entire certification system be widely accepted by the 
industry and the consumers accept the process as one that both ensures quality and 





Figure 5.1: Framework for Sustainable Tourism Certifications (Font, 2001). 
 
While numerous problems and obstacles exist (to be reviewed shortly), some 
programs have shown the potential to become widespread, reduce negative impacts, 
and improve the marketing efforts and the tourists’ experiences. Some certifications, 
such as the Blue Flag program which certifies water based recreation and tourism 
resources in Europe, have already become fairly commonplace with over 3,000 
participating members.  Costa Rica’s “Certification for Sustainable Tourism” program 
operates in several hundred businesses and is believed to create a price premium for 
those businesses involved in the program (Rivera, 2002).  Successes such as these 
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indicate that certification systems can become popular.  Some countries have developed 
certification systems that have become widespread, most notably Costa Rica (Rivera 
2002) and Australia (Buckley, 2001).  Rivera (2002) suggests that the Costa Rican 
certification succeeds in creating a price premium.  
While sustainable tourism certifications appear to have the power to alleviate 
some of the problems facing modern ecotourism, a number of problems are hampering 
the development and implementation of these systems.  Broadly these problems can be 
categorized as demand-side, supply-side, and general ineffectiveness. On the demand 
side, the number and variety of ecolabeling schemes makes the consumers’ choices 
difficult. Chafe (2007) neatly summarizes the problem: “consumers are often daunted 
by the variability between different labels, the variety in standards and enforcement, 
and the lack of advertisement to communicate the meaning of most labels” (p. 184).  
The UNWTO (2002) holds that “the increasing number, variety and popularity of 
voluntary schemes stress the need for consolidation, based on an evaluation of the 
effectiveness of existing schemes”(p. 7); consolidation will hopefully lead to more 
recognition and understanding by consumers.  There is a cyclical problem in creating 
consumer demand.   On the supply side, more particular criticisms of sustainable 
tourism certifications include that voluntary guidelines are often portrayed as accredited 
ecotourism certification schemes but are often ineffective due to their self-regulated 
nature (Lawernce, Wickins & Phillips, 1997), that ecolabels are currently much more 
prevalent in developed countries than less developed countries (Sasidharan, Sirakaya, 
& Kersetter, 2002), and are difficult for small businesses to access (Crabtree & Black, 
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2007).  Finally, there is the general question as to whether these certifications are 
effective.  There is an urge to divert effort and funds that should be spent on 
sustainability into marketing and advertisement (UNWTO, 2002), so ecolabels may not 
even be immune to greenwashing.  Bustam and Buta (2010) in an analysis of labeled 
and non-labeled tourism businesses’ websites, found that the non-labeled businesses 
actually appeared to do more activities to support sustainability.    
Consumer Demand for Certifications 
A variety of organization and academics have stressed the need to better 
understand consumer demand for sustainable tourism certifications.  In the applied 
realm, the Rainforest Alliance has emphasized the need to demonstrate the positive 
impacts of certifications to businesses (Rainforest Alliance, 2010).   Rainforest Alliance 
noted that in focus groups with businesses interested in certification “the respondents 
perceive that tourism certification presently is not seen as good value for money/effort” 
(Rainforest Alliance, 2003 p. 99).  The UNWTO (2002) emphasized the need for 
ecotourism certifications to effectively market themselves to potential businesses 
interested in certification.  Knowing consumers’ willingness-to-pay (WTP) for these 
certifications as a proxy measure of consumer preference would help certifications 
market themselves.  Chafe (2007) notes that “a significant number of organizations are 
considering the benefits of ecotourism” (p.188); however, the consumer demand for 
these products has not been well studied so the benefits in terms of a price premium 
may be difficult to gauge.    
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There is a need for research on the consumer demand for sustainable tourism in 
order to support the development of successful certification schemes. This need has 
been noted in academic literature with Fairweather, Maslin, and Simmons (2005) 
noting that “ecolabeling initiatives will require paying attention to visitors’ demand for 
ecolabels and, in particular, that they target different types of visitors” (p. 95). Ion and 
Ana-Maria (2008) similarly state that “customer surveys show a delitescent interest on 
the part of tourists in patronizing ecotourism suppliers, but to date, this interest does not 
often translates into actual demand for ecotourism certification programs. The 
challenge, therefore, becomes a ‘chicken and egg’ issue. For producers to go through 
the process of becoming certified, they want to be guaranteed that there is consumer 
demand” (p. 1).  Rivera (2002) notes that earning price premium is a primary motivator 
for engaging in certification schemes, despite the lack of “empirical evidence that 
directly links enrollment in voluntary environmental programs with price premiums or 
enhanced sales” (p. 340).  In sum, there is a lack of understand of consumer preference 
for sustainable tourism certifications and this lack of understanding may be impeding 
the growth of sustainable tourism certifications. 
While consumer demand for environmentally friendly tourism has been 
explored (Baral, Stern, & Bahttarai, 2008; Brau, 2008; Kelly, Haider, Williams  & 
Englund, 2007), the topics of consumer demand for certifications has not been 
addressed in more than a simple and cursory manner (for example Lubbert, 2001).  
Font, one of the foremost academic experts on the issue, with Epler-Wood (2007) has 
similarly noted, “to date the market for certified sustainable tourism has not been 
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intensively researched and there are not statistically valid studies” (p. 151), and that “in 
the absence of more robust certification demand data, other survey work is often quoted 
to support the introduction of standards” “(p. 152); and finally, “conducting market 
research where consumers are asked to make alternative choices… such as conjoint 
analysis... is necessary”(p. 152). 
Tourists’ Motivations  
Push and Pull Factors 
To further our understanding of the serious tourism concept and its potential 
effects on tourism preferences and behavior, it is important that tourists’ motivations 
are examined as well.  Motivations refer to the desires and underlying forces that drive 
individuals to engage in certain behaviors (Iso-Ahola, 1999).  The motivations of 
serious leisure participant include what Stebbins terms “durable benefits” (1992 p. 10) 
These benefits can include personal rewards which are further divided into personal 
enrichment, self-actualization, self-expression, self-image, self-gratification, recreation, 
and financial return.  Additionally, social rewards may be obtained; these rewards 
include social attraction, group accomplishments, and group maintenance (Stebbins, 
1992). While these rewards explain the motivations in participating in a serious leisure 
career, they will not help explain the motivations of serious tourists to make specific 
travel decisions.  To aid in understanding the motivations of tourists (serious or casual), 
a more tourism-specific examination of motivations will be performed.  Understanding 
motivations on a specific level is also important given that two subcategories of serious 
tourists, cultural and environmental, have been identified in the literature.       
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Tourists’ motivations have been studied for decades and are often traced back to 
Maslow’s hierarchy of need (1954).  Scholars have asserted that tourism can fulfill the 
higher level needs of esteem creation and self-actualization (Crompton & McKay, 
1997).  The field has gradually moved away from Maslow’s theory and embraced more 
industry specific frameworks.  The most prominent of theses frameworks may be Iso-
Ahola’s (1982) seeking/ escaping dichotomy and the similar push/pull dichotomy first 
espoused by Dann (1981) and Crompton (1979). The escape or push factor, which 
encouraged an individual to escape their normal routine, and seeking or pull factors, 
refer to the natural beauty or historical sites which attract an individual to a certain 
location.  A more modern and slightly more nuanced view of motivations holds that 
tourists have four major motivations: climate, escape/relaxation, adventure, and 
personal (Bansal & Eiselt 2003).   
Researchers have ranged from very broad categorizations of motivations such as 
seeking and escaping to very specific motivations.  Beh and Bruyere (2007) used factor 
analysis to uncover eight specific motivations in safari tourists in Kenya: escape, 
culture, personal growth, mega-fauna, adventure, learning, nature, and general viewing.  
Even on this specific level, the push and pull dichotomy is clearly present.  Escape, 
personal growth, and learning are push/escape type factors while the culture, mega-
fauna, nature, and general viewing are pull/seeking type factors.  Given that two 
different types of serious tourists have already been identified (cultural and wildlife), it 
is important to understand the motivations of tourists as tourists may only display 
serious characteristics about certain types of tourism (i.e. a serious wildlife tourist may 
124 
 
not display serious traits towards cultural tourism).  Understanding the motivations of 
individual tourists may lead to a fuller understanding of how seriousness affects 
behavior. For instance, a tourist who is serious about having a relaxing vacation 
experience will likely have different trip planning behaviors and a different desire for 
sustainable tourism certifications than a tourist that is serious about viewing wildlife.  
Understanding what factors motivate tourists and how motivations may relate to 
seriousness may provide a greater depth of understanding of the phenomena of serious 
leisure, how seriousness may relate to demand for certifications, and what motivations 
may relate to WTP for certifications.   
 
Serious Tourism 
Stebbins (1992) first described the concept of serious leisure, defining it as “the 
systematic pursuit of an amateur, hobbyist, or volunteer core activity that is highly 
substantial, interesting, and fulfilling and where, in the typical case, participants find a 
career in acquiring and expressing a combination of its special skills, knowledge, and 
experience”(p3).  Stebbins (1992) notes that serious participants flow a type of career 
path advancing from novice stages towards expertise with a number of contingences 
encounter along their path that spur additional growth.  Serious leisure contrasts with 
casual leisure, which requires no substantial training or specialized skills.  Causal 
leisure is typically defined  as being more pleasurable and enjoyable  as opposed to 
serious leisure which is satisfying and rewarding.  Serious leisure pursuits are important 
facets of an individual’s  life and become a central part of an individual’s identity. 
Serious leisure can impart important rewards for individuals, ranging from individually 
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experienced benefits such as self-enrichment and renewal, and feelings of 
accomplishment to socially experienced benefits such as interactions and 
belongingness. Stebbins (1999) lists six defining attributes of serious leisure that help 
separate it from casual leisure. 
 Perseverance – conquering some adversity and gaining positive feelings 
 Effort - effort to acquire knowledge, training, or skills 
 Career - finding a career marked by turning points and stages of 
achievement 
 Rewards - obtaining durable benefits and rewards 
 Identity - identifying strongly with the activity 
 Ethos – a unique ethos constructed around the serious leisure activity 
Gould et al. refer to perseverance, effort, career, identity, and ethos attributes  as 
being indicators of a serious orientation.  Rewards are a result of the serious orientation.  
Most research on serious leisure has focused on investigating a leisure activity and 
identifying these six attributes in that particular activity often using a grounded theory 
or phenomenology methodology and an interpretevist paradigm.  Serious leisure has 
been found and examined in an exhaustive list of activities including running (Gould 
2006; MacCarville 2007), basketball (Heo & Lee 2010), taekwondo (Kim, Dattilo & 
Heo, 2011), golf (Siegenthaler & Dell 2003), bridge (Scott & Godbey 1994), skydiving 
(Anderson & Taylor 2010), kayakers (Bartram 2001), dancing (Brown 2007), climbing 
(Dilley & Scraton 2010), football watching (Gibson, Wilming, and Holdnak 2002), and 
dog showing (Gillespie, Leffler, & Lemer 2002). 
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Several articles have noted that trips can be significant events in a serious 
leisure career, for instant Kane and Zink (2004) noted that kayakers on a trip “described 
making this form of packaged tour experience a significant feature of their kayaking 
career, as the tours provided one mechanism for participants to persevere with 
kayaking, develop their skills and define marked achievement in their serious leisure” 
(Kane and Zink 2004).  These articles seem to place tourism as an event within an 
individual’s serious leisure career and thus make tourism part of the leisure sphere.  So 
this tourism may therefore be serious tourism, though this idea is not emphasized or 
necessarily endorsed by Kane and Zink (2004).Hall and Weiler (1992) first fully 
extened the serious leisure concept into tourism, resulting in the concept of the serious 
tourism.  Serious tourism has only been discussed sporadically in the past two decades 
(Stebbins 1996; Stebbins 1997), but its use seems to be on the rise (Brown and Getz 
2005; Curtin 2009; Jamal and Kim 2005; Nimrod 2008; Prentice and Anderson 2003; 
Richards and Wilson 2006; Trauer 2006).   
Much of the research on serious tourism has focused on cultural tourism, 
examining how individual with a serious leisure type interest in certain cultural 
phenomena participate in their leisure through tourism.  Prentice and Anderson (2003) 
define serious cultural tourists as “those for whom cultural pursuits are a form of 
identity creation, an extension of general leisure, and a systematic (career-like) pursuit” 
(Prentice and Anderson 2003).  Serious cultural tourists were the first to be seriously 
examined in the literature (Stebbins 1996).  Stebbins (1996) differentiates two types of 
serious cultural tourists, the general cultural tourist who is interested in visiting cultural 
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sites of different cultures, and the specialized cultural tourist who focuses on a specific 
cultural or geographical region.  Various researchers have examined serious cultural 
tourists at festivals.  Serious cultural tourists generally study the history and culture of 
the location they are visiting in a concentrated fashion.  Visiting certain locations may 
represent a kind of climax or high point of their serious pursuit.    
Recently, Curtin (2009, 2010) investigated the existence of serious wildlife 
tourism and defined serious wildlife tourists as those for whom “[l]ooking at and 
studying birds, mammals, butterflies and flowers is the primary motivation for travel” 
(p. 18).  .  Curtin (2009) noted that while nature tourism is rarely physically demanding, 
there are a number of skills and a set of knowledge that can be acquired to make the 
experience more than simply looking at interesting flowers and fauna.  Most serious 
wildlife tourist began their careers at home, becoming interested in the nature around 
them.  These individuals tend to have loose “travel career plans based on certain species 
they would like to see” (p. 29).  She finds that the idea of serious leisure is easily 
applied to these tourists, stating that “[i]t is clear that for these participants, love of 
nature and wildlife go far beyond the mere holiday experience and exists in their 
everyday world. This implies that participants’ presentation of self and wildlife 
watching is as much a part of the ‘home-self’ as it is their ‘holidayself’. Given this 
dynamic, the framework ascribed to the notion of ‘serious leisure’ by Stebbins (2007) 
has a great deal of resonance with this segment of the wildlife tourism market” (p30).   
So while serious tourism in specialized contexts has been investigation, a broad 
exploration of serious tourism in a more general sense is lacking. Additionally, a 
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holistic definition of serious tourists or serious tourism is still lacking, and scholars had 
rather defined specific types of serious tourists This study will use a preliminary 
definition of serious tourists as individuals that exert a pronounced effort in planning 
travel, are knowledgeable about the attractions they visit, and associate their self-
identity with leisure travel.  These tourists are not necessarily pursuing specialized 
interested, but rather are deeply connecting to the travel experience, no matter what the 
specific context (cultural or natural attraction) happens to be. 
Motivations’ Influence on Demand for Sustainability 
There is a lack of research on serious leisure and consumer demand for leisure; 
however, theoretical connections can be drawn. Logically more serious individuals 
should have a higher demand for tourism experiences.  The effort attribute of serious 
orientation logically might entail more time and money spent on tourism (Tsaur & 
Liang, 2008). The recreation specialization concept makes this connection more 
explicitly; expressing economic commitment is one of the key indicators of recreation 
specialization (Salz, Loomis, & Finn, 2001).  Oh and Ditton (2006) have related 
recreation specialization with an increase in WTP.  Oh and Ditton (2006) found that 
anglers that fished more often, had more skill, and displayed more commitment 
expressed a higher WTP for more desirable fishing management schemes.   
Additionally, tourists’ motivations for travel have been connected to 
conservation attitudes and even consumer behavior; in general, tourists with pro-
environmental values are more likely to choose nature-based attractions and to support 
conservation at the destination (Hvenegaard & Dearden, 198; Kim, Borges, & Chon, 
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2006; Luo & Deng, 2008; Silverberg, Backman & Backman, 1996).  Therefore, it is 
hypothesized that certain motivations for travel will result in more or less demand for 
sustainable initiatives and thus will affect preferences for sustainable tourism 
certifications.   
Discovering connections between tourists’ seriousness and motivations for 
travel may yield both academic and practical applications.  A connection between 
seriousness and preference for certification would both yield further credence to the 
serious tourism concept and indicate that seriousness may also create pro-sustainability 
behaviors.  The connection between seriousness and conservation behavior is still 
largely lacking from the leisure and/or tourism field.  Practically, understanding the 
motivations of tourists that desire sustainable tourism certifications will led to a better 
understanding of the best ways to market these certifications to tourists.  Information on 
how consumer demand changes across different consumer groups will increasing the 
understanding of were these certifications are most appropriate and what specific 
markets should be targeted. Therefore, this study will pursue two objectives. 
01: Examine whether seriousness and motivational factors effects 
preference for sustainable tourism certifications 
02: Examine whether seriousness and motivational factors effect 





Seriousness and Motivations 
Gould et al. (2008) created the SLIM in an effort to make seriousness a 
measurable construct and take the serious leisure literature into the quantitative realm.  
He found the questionnaire to be valid and reliable based on a series of confirmatory 
factor analysis tests.  This study will adopt the SLIM to make it more focused on 
tourism.  In doing so, an examination of the relevance of each dimension of serious 
orientation is necessary.  Gould et al. (2008) note that 12 of the dimensions are 
reflective not of orientation but of outcomes, so they should “not be considered an 
additive reflection of seriousness” (p. 63).  The remaining six dimensions can be used 
as an additive scale for seriousness.  These six dimensions are measures using a total of 
23 items, each of which asked respondents to rate their agreement with different 
statement regarding the role of tourism in their lives on a 1-9 scale.  These responses 
are then as an additive index to measure seriousness.       
To examine tourists’ motivations, a motivation scale originally developed for 
vacationers on safari in Kenya was incorporated into the survey.  Beh and Bruyere 
(2007) used this scale to uncover motivational factors behind safari tourists, finding a 
number of factors related to a variety of push and pull motivations.  Slight alterations 
were made to adapt the scale to a Tanzanian setting.  Motivations are listed and 
respondents were asked whether they agree with them on a 1-9 likert scale.  As the 
motivations were not created on a theoretical framework or motivational typology, this 
study follows Beh and Bruyere’s (2007) methodology and uses exploratory factor 
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analysis to determine the dimensions of motivations. Respondents that answer fewer 
than half of these questions were excluded from the data, remaining missing data was 
filled in using maximum likelihood model and the Expectation Maximization 
algorithm. Principle components extraction with a varimax rotation was employed to 
determine factors; items that did not load at a 0.60 level will be eliminated from the 
analysis in a stepwise fashion.  Subjective names for the factors will be created and the 
factor scores will be used as independent variables in predicting choice.   
 
Choice Sets and Final Design 
Choice sets presented to the survey respondents revolved around the desire to 
engage in certified tours on a future trip to Africa.  The choice sets were designed 
around the idea of understanding the spheres of sustainable development 
(environmental, cultural, and economic) that consumers most desire in sustainable 
tourism certifications and if consumers are interested in how stringent a certification is. 
Three focus groups of five to eight people each were held to aid in survey 
design. The first focus group was conducted with colleagues from outside the tourism 
discipline, and the second two were conducted with individuals that had been on safari 
in Africa in the last 10 years.  These focus groups were used to make the SPCM design 
both easier to understand and make the attributes and levels meaningful to the 
participants.  Potential levels and attributes were initially drawn from the Global 
Sustainable Tourism Criteria (Global Sustainable Tourism Council, 2011), a widely 
accepted set of principles for the operation of sustainable tourism businesses, and 
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To generate an economical number of paired choice sets that can be inserted 
into printed surveys, fractional factorial designs with main effects were employed.  
Thirty different paired choice sets were created.  These choice sets were further 
partitioned across six different versions of the survey (the only differences in the 
versions would be the choice sets) so that each respondent was responsible for 
answering five choice set questions.  Finally, in order to reach a wider range of tourists, 
the survey was translated into French, German, Italian, and Spanish by a company that 
specializes in survey design for social science research.   
Data Collection 
The survey was conducted at Kilimanjaro International Airport.  This airport 
serves predominately tourists, who have typically just been on the popular “Northern 
Circuit” of Tanzania National Parks which often includes visits to Kilimanjaro National 
Park, Arusha National Park, Serengeti National Park, Lake Manyara National Park , 
and Ngorongoro Conservation Area.   The survey was conducted over eight days in late 
July 2011.  This corresponds roughly with the summer high season for tourists.  A 
member of the research team approached every group that entered the departure 
terminal.  Once the group made it through passport control/security and found a seat in 
the terminal, the group was approached and the team member requested that an 




Analysis of SPCM  
A random utility theory framework was used to analyze the choice set data.  
Random utility holds that an indirect utility function is composed of a deterministic 
component and a random error component (Louviere, 1988; Louviere, Hensher, & 
Swait, 2000).  The indirect utility function of a potential certification can thus be 
represented as 
     ( )                                                         (1) 
Where Uj is the utility of certification j, Vj is the deterministic component of utility to 
be estimated, εj is the unobservable error component and A is the vector of the 
attributes presented in the choice sets.   .  Certification i will be chosen over 
certification j if Uj > Ui.  Assuming error components are randomly distributed, the 
probability of choosing certification i is   
 ( |    )   
    (    )
∑     (    )   
                                               (2) 
Where M is the set of all certifications included in the choice set and μ is the scale 
parameter, typically set equal to 1.   This estimation method is known as the conditional 
logit model.  While nested logit is becoming more popular in studies that test two 
competing products against an “opt out” option (Wu, Zhang & Fujiwara, 2011), the tau 
dissimilarity coefficient test was insignificant and thus suggests that nesting is not an 
issue.  An alternative specific constant (ASC) was included to measure the utility 
gained from a shift to “Tour company A” or “Tour company B” from “a company 
without a certification”.  Effects coding was employed for all attributes except extra 
cost.  The interactions of seriousness and motivations with the ASC was be added to 
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determine whether these factors influence the decision to choose certifications or not 
(objective 1).  Furthermore, the interactions of seriousness and motivations with the 
cost attribute will be added to determine if these factors affect the price respondents are 
willing to pay for sustainable tourism certifications (objective 2).  In this manner, 
whether seriousness and/or the motivations have an effect on consumer preference for 
sustainable tourism certifications and preference for lower costing sustainable tourism 
certifications can be determined.  Five total models are created.  One baseline model 
which includes no interaction terms.  One full model which uses the interaction terms 
associated with the ASC.  One full model which uses the interaction terms associated 
with the cost attribute. And two final models which start with the two full models and 
then use a stepwise procedure to eliminate variables insignificant at the 0.05 level one 
at the time.   
Results 
Study Sample  
The data collection technique resulted in a total 603 valid surveys being 
collected with a response rate of 90%.  Of those respondents 600 complete the 
motivation section, 526 complete the SPCM section, and 433 respondents completed 
the SLIM.  This was largely due to respondents’ having to quit the survey when their 
plane began boarding.  Of those that completed the SPCM section, slightly more 
respondents were female (55%). The average age of respondents was 41, 75% had a 
college degree, and 51% earned more than $90,000 a year.  Most tourists completed the 
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survey in English (85%) and 47% of the respondents were from the United Stated of 
America (see Table 5.1).   
Table 5.1: Basic Characteristics of Sample that Completed the SPCM Section. 
Characteristics Percent or Mean 
% Female 53.0 
% With a College Degree 74.8 
% Earning more than $90,000 51.1 
% From USA 46.1 
Mean Age 40.2 
 
Seriousness 
Tourists tend to agree with the serious statements.  The factors mean scores 
range from a low of 5.82 (I share in the sentiments that are common among travel 
enthusiasts) to a high of 6.74 (I work to improve my ability to plan my travels) on a 9 
point scale.  Additive seriousness score ranged from 29 to 167 with a mean of 117.7 
and a standard deviation of 26.3.   
 
Motivations 
The EFA on motivations uses 26 items that are sorted into five factors.  Five 
factors were chosen as the sixth factor had an eigenvalue of less than one and an 
examination of the scree slope showed that eigenvalues began to plateau after the fifth 
factor.  The factors were titled “nature”, “escape”, “personal growth”, “history/culture”, 
and “new/exciting experiences” (see Table 5.2).  The relationship between each of the 










Alpha (if deleted 
for ítems) 
Mean 
Nature (6.44 - 24.80%)   0.943 5.78 
Learning about other animals 0.915 .930 6.13 
Learning about the “big 5” animals 0.890 .932 5.99 
Viewing the “big 5” animals 0.864 .936 6.28 
Learning about African birds 0.820 .936 4.98 
Viewing wildlife 0.806 .938 7.31 
Learning about savannah ecosystems 0.775 .936 4.94 
Learning about nature 0.765 .936 5.78 
Learning the history of Tanzanian parks 0.651 .941 5.31 
Studying nature 0.675 .943 5.33 
Escape (4.01 - 15.41%)  0.901 5.22 
Getting away from the usual demands of life 0.904 .895 4.27 
Getting away from home 0.867 .902 4.94 
Being away from the demands of home 0.866 .864 5.02 
Being away from crowds of people 0.682 .879 5.39 
Avoiding normal responsibilities 0.670 .866 5.70 
Having a change from everyday routine 0.641 .891 6.03 
Personal Development (3.85 - 14.81%)  0.890 4.85 
Thinking about personal values 0.872 .859 4.25 
Thinking about who you are 0.854 .887 4.59 
Developing a sense of self-pride 0.843 .889 5.78 
Growing and developing spiritually 0.747 .845 4.66 
Having stories to tell 0.673 .844 4.99 
History/Culture (3.17 - 12.19%)  0.759 6.46 
Learning about Tanzanian culture 0.865 .826 7.74 
Learning about the history of Tanzania 0.762 .717 5.30 
Experiencing new culture 0.747 .593 6.11 
Learning about tribal cultures 0.715 .650 6.70 
New/Exciting Experiences (1.94 - 7.45%)   0.806 7.49 
Experiencing excitement 0.812 - 7.22 






01: Choosing Certifications 
The baseline model displays the results of the analysis without any 
psychological scores added (see Table 5.3).  The model has a high Pseudo R
2
 (0.2230) 
and all variables are significant.  Further examination of the baseline model can be 
found in chapter III.  The models testing the effects of seriousness and motivations on 
choosing certifications (over the “A company without a certification” option) found that 
seriousness does not have an effect on choosing certifications, while history/culture and 
new/exciting experiences motivations do have an effect on choosing certifications.  The 
final model has a Psuedo R
2
 of 0.2322. The history/culture motivation is positively 
related to choosing certifications while the new/exciting experiences motivation is 
negatively related.        
Table 5.3: Seriousness and Motivations’ Effect on Choosing Sustainable Tourism Certifications. 
 Baseline Full Model Final Model 
Environmental Gold 0.451** 0.443** 0.449** 
Environmental Silver 0.255** 0.220** 0.249** 
Cultural Gold 0.258** 0.225** 0.248** 
Cultural Silver 0.192** 0.240** 0.203** 
Economic Gold 0.190** 0.195** 0.177** 
Economic Silver 0.184** 0.161** 0.207** 
Dollars per Day -0.021** -0.020** -0.020** 
Constant (ASC) 0.349** 0.960** 0.384** 
Seriousness* ASC  -0.00477  
Nature* ASC  -0.0746  
Escape* ASC  -0.1113  
Development* ASC  0.150  
Hist/Cult* ASC  0.184* 0.137* 
New/Exciting* ASC  -0.126 -0.142* 




02: Effects on Cost Attribute 
The models testing the effects of seriousness and motivations on the price 
attribute found that seriousness does not have an effect on choosing certifications based 
on price, while nature, development, and history/culture on choosing certification based 
on price (see Table 5.4).  The development and history/culture motivations are 
positively related to choosing higher priced certifications while the nature motivation is 
negatively related to higher priced attributes.        
Table 5.4: Seriousness and Motivations’ Effect on Cost Attribute. 
 Full Model Final Model 
Environmental Gold 0.462** 0.454** 
Environmental Silver 0.207** 0.245** 
Cultural Gold 0.230** 0.252** 
Cultural Silver 0.234** 0.193** 
Economic Gold 0.205** 0.189** 
Economic Silver 0.164** 0.203** 
Dollars per Day (cost) -0.0150** -0.0197** 
Constant (ASC) 0.463** 0.365** 
Seriousness*cost -0.000783  
Nature*cost -0.0561 -0.0545** 
Escape*cost -0.0229  
Development*cost 0.0528 0.0527** 
History/Culture*cost 0.0445** 0.0469** 
New/Exciting*cost -0.0485  
*p< 0.05.   ** p<0.01.  
 
Summary 






Table 5.5: Summary of Significant Results and Correlation of Final Model. 
 Certification vs. 
No Certification 
Cost 
Seriousness   
Nature  - 
Development  + 
History/Culture + + 
Escape   
New/Exciting Experiences -  
 
Discussion and Conclusion 
In general the development and history/culture motivations have positive effects 
on demand for certifications and the various attributes of certifications, while the nature 
and new/exciting experiences have a negative effect on demand for certifications.  
Seriousness and the escape motivations were not significantly related to any preference 
for certifications.  The specific motivation tests of the nature and history/cultural 
motivations on the environmental and cultural certifications respectively did not 
produce significant results. Seriousness does not appear to have a significant effect on 
consumer preference for sustainable tourism certifications.  This was a surprising result 
give the previously found ties between consumer behavior and seriousness, as well as 
other studies findings of the relationship between recreation specialization and pro-
conservation attitudes (Oh and Ditton, 2006).  While it was theorized that seriousness 
might lead to an increase in preference for sustainable tourism certification that was not 
the case.  Further research into the issue of seriousness’s connection to responsible 
travel options should be conducted to determine whether this result is stable across 
different study populations.        
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The negative relationship between the nature motivation and the cost attribute of 
sustainable tourism certification was surprising.  This indicates that the more tourists 
are more motivated to visit Tanzania for the natural attractions the less likely they are to 
choose more expensive certifications.  However, this issue may have a simple 
explanation.  Since natural attractions are the major attractors for tourists to Tanzania, 
those tourists with high nature motivation may be those who have done the least 
research on the location are simply interested in seeing the main attraction.  Tourists 
with other interests may be more deeply interested in the country and their long term 
impact on the area.  This idea remains simply a hypothesis for the time being; however, 
it is somewhat support by the finding that the history/culture motivation is positively 
correlated with consumer preference for sustainable tourism certifications.  These 
tourists may have done more pre-trip research into the area and are therefore more 
interested in their long term impact on the area.  Additionally, perhaps those with a 
cultural/historical motivation have an natural interest in preservation of the destination, 
so they are more supportive of certifications, not matter what attributes are being 
certified.  While this conclusion should be considered preliminary, results suggest that 
tourists with cultural motivations may be most interested in sustainable tourism 
certifications. The demographics characteristics of sustainable tourism certifications 
have already been explored; coupling this information with data on the motivations of 
tourists interested in sustainable tourism certifications will be useful in determining the 
ideal way to market sustainable tourism certifications.         
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While the specifics of consumer preference for sustainable tourism certifications 
have been illuminated, details on suitable markets to target remains somewhat vague. In 
addition to knowing consumer preferences and WTP values, industry will eventually 
desire to know more specific about specific consumer markets to target.  It is possible 
that other psychological frameworks may be more useful in predicting preference for 
sustainable tourism certifications.  Several studies have used the new environmental 
paradigm to predict consumers’ preference for sustainable tourism options (Kim, 
Borges & Chon, 2006; Silverberg, Backman & Backman, 1996), and a more overtly 
environmentally oriented scale such as this may prove a better predictor of sustainable 
tourism certifications in the future.  A better understanding of the market that will be 
most interested in purchasing vacation option that are certificated as sustainable will 
help in the promotion and ultimate success of a sustainable tourism certification 
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As a conclusion, the section will briefly review the major findings of the 
research, discuss implications of the research, give suggestions on sustainable tourism 
certifications for the Tanzania Tourist Board, and discuss the future of research into 
serious tourism and sustainable tourism certifications. 
Major Findings 
Consumers are interested in sustainable tourism certifications in 
Tanzania.  Tourists prefer certifications that will protect the environment and do not 
appear to have a high demand for more stringent types of certifications (the gold 
certification as opposed to the silver certification). The positive coefficient on the 
“certification” constant indicates that consumers prefer certified trips to non-certified 
trips.  WTP for different certification attributes ranged between $26 and $54 dollars.  
Females and individuals not from the United States are more likely to prefer certified 
trips.   
The serious leisure concept appears to hold some degree of relevance in the 
tourism realm.  The SLIM was confirmed in a tourism setting and found to significantly 
affect consumer behavior and significantly relate to certain travel motivations.  This 
concept may hold key implications for understanding to meaning of tourism in 
individuals’ lives and may provide an ideal framework for investigating the benefits of 
tourism to the individual in the future.  However, the serious concept did not correlate 
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with preference for sustainable tourism certifications. The psychological factors behind 
the demand for sustainable tourism certifications remain somewhat obscure, though 
cultural motivations played a role in increasing consumer preference in this study.    
Implications 
The total WTP for sustainable tourism certifications is potentially enormous.  
750,000 tourists visited Tanzania in 2008 (UNWTO, 2010).  Using this study’s findings 
of 15.1 average nights traveling in Tanzania, and $44.71 as the daily WTP for a silver 
environmental certification, a total WTP for all tourists in Tanzanian can be derived as 
$335,325,000.  This is obviously an massive sum and points to the potential value of 
sustainable tourism certifications.  This sum does not take into account the potential 
benefits to the environment, culture, and economy of Tanzania created by changes to 
the tourism industry brought about by the sustainable tourism certification system.     
The results demonstrate that tourists in Tanzania prefer certifications 
emphasizing environmental protection. These results may be largely due to the often 
wildlife-centric nature of Tanzanian tourism. Protecting the main attraction of the 
country is the tourists’ primary concern. Destinations with a larger emphasis on cultural 
attractions may have different preferences.     
The serious tourist framework may have interesting implications for the tourism 
field.  Tourists with a serious orientation may represent a unique market segment and 
could potentially be lucrative.  Serious tourists appear to have a higher demand for 
tourism, and if the products they are specifically interested in can be identified and 
offered to them, a very appealing market would be uncovered.  Additionally, while this 
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research was unable to discover a connection between seriousness and preference for 
sustainable travel option, such a connection might be uncovered in the future.  Given 
what is known about recreation specialization and conservation attitudes, the existence 
of a connection between serious tourism and pro-sustainability attitudes is logical.      
Recommendations For Tanzania 
An exploratory plan for a Tanzanian, a sustainable tourism system should 
investigate a number of critical issues.  The decision of whether to pursue this as a 
certification system run by the Tanzanian Government (such as Costa Rica 
http://www.turismo-sostenible.co.cr/en/) or to partner with an international organization 
that promotes sustainable tourism certifications (see http://www.rainforest-
alliance.org/tourism/verification or http://new.gstcouncil.org/) must be made. The 
criteria for how sustainable tourism certifications are judged must be decided. While 
this research has demonstrated that tourists are most concerned with certifications that 
emphasize environmental protection, Tanzanians’ may feel that cultural sensitivity and 
economic development are of equal or greater importance. Inquiries into what the major 
tour operators in Tanzania think of sustainable tourism certifications must be 
investigated. They may potentially be threatened or concerned with the development of 
such a system and ways in which to alleviate their concerns should be considered.  The 
government must negotiate the desires of the tourists, locals, and industry to create a 
successful certification.   
A plan for marketing this system must also me established.  An appealing name 
and logo for the certification must be designed (unless an already established 
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certification is employed), and the government must cooperate with tour operators to 
correctly market these certifications.  A sustainable tourism certification system for 
Tanzania offers the potential of providing protection for Tanzania’s environmental and 
cultural resources, increasing tourism’s economic impact, and assuring tourists that the 
vacations they take are responsible. This work represents a preliminary inquiry into the 
consumer demand for such a system and should provide useful information for 
developing such a certification in the future.   
Additionally, the Tanzania Tourist Board should examine the possibility of 
using the serious tourists construct as a means of examining tourists markets.  Tanzania 
may be a highly desirable destination for serious tourists given its remoteness, unique 
natural and cultural features, and the expensive nature of the vacation.  It is possible 
that these tourists can be targeted for specific products that appeal to their demands.  
This research demonstrated that serious tourists were more likely to be motivated by the 
pull factors of Tanzania.  While Tanzania already heavily emphasizes the natural 
attractions, perhaps when targeting serious tourists advertisements should also heavily 
emphasis the unique cultural attractions of the country.     
Future Research Plan 
To further investigate the importance of certifications and to continue to gain 
knowledge on their WTP for certifications, more choice modeling experiments must be 
conducted.  In order to determine where certifications rank in importance compared to 
more traditional drivers of tourist decision making including hotel quality, activity 
availability, and dining options.  Understanding the importance of certification in 
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reference to these more traditional items will add to the understanding of how valuable 
these certifications are to consumers.   
Serious tourists as a unique market segment should be further explored.  
Particularly the attributes of products that they demand and the best ways to market to 
them need continued investigation. At the present time, it is hypothesized that these 
tourists would have a higher preference for unique and highly personalized tourism 
products.  Serious tourists are likely to be attracted by niche attractions that are 
specialized to their specific interests.  These interests need to be further explored along 
with the types of advertisements that will appeal to serious tourists.  This will help 
operationalize the serious tourists as a market segment.  Future research may also 
further investigate a connection between serious tourism and sustainable tourism 
options.  While there is a logical connection between these items, this project was 
unable to uncover empirical evidence.            
A future aspect of consumer demand for sustainable tourism certification that 
should be examined is the effect of the numerous different certifications schemes on the 
consumer demand for sustainable tourism certifications.  As opposed to other 
certifications such as fair-trade, USDA organic, or LEED which have largely captured 
the full market share for their industries, tourism certifications are numerous and split 
market share.  It has been suggested that the large number of different certification 
systems present in the tourism industry ultimately leaves the consumer confused (Font 
& Epler-Wood, 2007).  The effect of the fragmented nature of sustainable tourism 
certification should be investigated to determine the full effect of this fragmentation on 
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price premiums.  Additionally, if this segmentation does reduce price premiums, 
strategies for consolidating these fragmented certifications must be investigated.     
Additionally, more aspects of sustainable tourism certifications must be 
investigated.  Initially, attributes such as certifying body (with the levels international 
NGO, national NGO, and national government) and loss of access (with the levels 
none, mild, or severe) were going to be included, however focus groups were confused 
by these items and they were ultimately dropped.  Investigation into preferences for 
these attributes is necessary in the future. Some tourists may be more concerned by the 
potential for corruption in a national government based certification and have more 
faith in international NGO’s, however; this is currently just a hypothesis.       
The failure to find a connection between sustainable tourism certifications and 
seriousness was an interesting finding and could be caused by a number of factors. 
Serious tourists may also feel that they can make a decision with the aid of a 
certification.  They do enough background research and investigation to the point at 
which a certification does not provide additional information for them.  Therefore, 
sustainable travel options may be important to serious tourists, even if certifications are 
not.  Additionally, the use of the serious tourism scale as an additive scale may 
contribute to the insignificance.  Perhaps there are individual dimensions of seriousness 
that contribute to preference for sustainable tourism certifications, but this prediction 
power is lost when using seriousness as an additive index.  Future research should 
investigate the effects of the individual components of seriousness on consumer 
behavior.  Different dimensions of seriousness may even affect different dependent 
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variables.  Examining the individual dimensions will eventual provide a fuller picture 
of the serious tourism framework.  
The apparent existence of serious tourism may also point to the connection 
between leisure and tourism experiences.  These activities are frequently contrasted in a 
theoretical sense but rarely in a quantitative manner.  Tourism may play a similar role 
as leisure in individuals’ lives.  Tourism may confer the types of long term benefits that 
are often associated with recreation activities.  Long term psychological benefits of 
tourism have not been well explored and deserve more attention in the future.  
Determining whether the durable rewards and benefits that exist in serious leisure also 
exist in tourism is an important issue for researchers going forward.  The physiological 
benefits of tourism are one of the primary reasons for paid vacations and should be 
investigated and promoted.   
The reason behind the “plateauing” effect on the silver level is also worth 
investigating in the future.  It may be that the silver level gives consumers some 
reassurance that the company is at least attempting to be responsible, and that provides 
a large proportion of utility to consumers.  If the certifying body is a well-known 
international organization, having the approval of this organization may lend a great 
deal of credibility to the tour operator.  This suggestion would indicate that the 
credibility given by the organization creates a large portion of the utility generated by 
the certification and thus additional levels of sustainability generate a relatively small 
increase in sustainability. Additionally, the certification may indicate an increase in 
service quality to the consumer.  Consumers may feel that companies that but such 
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effort into protecting the environment will also take better care of consumers.  
Certifications may therefor represent much more than sustainability to consumers; they 
may represent higher quality service or a risk reduction in terms of travel quality.  The 
branding implications of sustainable tourism may also be worth investigating in the 
future.     
This work suggests that tourism research should continue to focus on demand 
side sustainability strategies.  Research has shown that a high income, pro sustainability 
segment of tourist exists and may represent the ideal target market for destinations 
interested in maximizing the cost/benefit ratio of tourism (Dolincar, 2006).  
Certifications may represent a means for destinations to ensure that they are attraction 
these highly desirable tourists. This potential to attract desirable tourists should make 
destinations interested in sustainable tourism certifications as well as businesses. 
Tourists that are specifically interested in certified destinations may also be more likely 
to follow supply side management regulations and guidelines.  Therefore destinations 
may be interested in asking an active part in promoting certifications as well.   
Ultimately, this work on consumer demand represents one facet of what must be 
a three-fold (at least) dialogue between community, industry, and consumers on what 
will make a successful sustainable tourism certification system.  A truly sustainable 
tourism must be popular enough with both industry and consumers to become 
widespread.  This will encompass creating a system that certifies that business are 
sustainable in ways that are actually of interest to consumers and provide a price 
premium that will encourage businesses to make the investment necessary to earn the 
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certification.  At the same time, certifications must be a realistic in their demands of 
businesses.  If too much investment in sustainable attributes is demanded, a 
certification may remain very niche and this small representation in the market will 
hamper the development of consumer demand.  Finally, the certification must contain 
guidelines for behavior that are actually useful to the community (whether that 
community represent a county, state, or country).  It the certification does not provide 
protections that are useful to the community, the certification is not fulfilling its full 
purpose.  This is an especially difficult part of the dialogue as different communities 
may have very different preference.  For instance, an economically depressed area may 
be most interested in generating jobs, while a community that feels overrun by tourists 



































The Survey Instrument 





A Study Sponsored by the 







Thank you again for your assistance.  Please return your completed questionnaire to the surveyor, or 
leave it on a seat and it will be picked up later.   
Section 1: These questions help us learn about vacations and holidays in Tanzania 
 
1. In total, how many nights did you spend in Tanzania? __________ nights 
 
2. How many nights did you spend at the following locations? 
Dar es Salaam _____ nights                              Zanzibar_____ nights 
In or near a wilderness area _____ nights     Other ______ nights 
 
3. Did you visit any of the following locations on your vacation? (please check all that apply) 
  Serengeti National Park   Arusha National Park   Tarangire Natuional Park 
  Lake Manyara National Park   Ruaha National Park   Selous Game Reserve 
 Saadani National Park   Mikumi National Park  Gombe National Park  
 Mahale National Park   Udzungwa National Park  Ngorongoro Conservation 
Area 
 
4. Were you ever on a package tour in Tanzania?  If so, were you on more than one? (a package 
tour is a tour organized by an operator in which the tourists pays one fee for a variety of 
services such as transportation, guide service, meals, and accommodations) 
  
 Yes – one package tour  Yes - more than one package tour  No (PLEASE SKIP TO 
Q7) 
 
5. How many days were you on a package tour(s) in Tanzania?  _________ days 
 
6.  How much did this package tour cost?  
(Apologizes to non-Americans:  £1 ≈ $1.60; one CAN$ ≈ $1.00; one AUD ≈ $1.00) 
 Less than $1,500   $1,500 - $2,999  $3,000 - $6,999  $6,000 - 
$9,999    $10,000 - $14,999      $15,000 - $20,999      $21,000 - $29,999      
More than $30,000  
 
7. Including yourself, how many people are in your personal travel group (i.e. family & close 
friends but not people you met on your vacation)? ________ people 
 












My past experience 1 2 3 4 5 
Friends or relatives  1 2 3 4 5 
Travel agent       1 2 3 4 5 
Tourist office or visitor center 1 2 3 4 5 
Advertisement (TV, radio, print) 1 2 3 4 5 
E-mail offers 1 2 3 4 5 
Travel book, guide, or brochure  1 2 3 4 5 




Section 2: These questions will help us learn about the motivations of Tanzanian 
tourists.  





























































Viewing wildlife 1 2 3 4 5 6 7 8 9 
Viewing the scenic beauty of a different 
place 
1 2 3 4 5 6 7 8 9 
Viewing the “big 5” animals 1 2 3 4 5 6 7 8 9 
Learning about the “big 5” animals 1 2 3 4 5 6 7 8 9 
Learning about other animals 1 2 3 4 5 6 7 8 9 
Learning about African birds 1 2 3 4 5 6 7 8 9 
Learning about savannah ecosystems 1 2 3 4 5 6 7 8 9 
Learning about nature 1 2 3 4 5 6 7 8 9 
Getting away from home 1 2 3 4 5 6 7 8 9 
Getting away from the usual demands of life 1 2 3 4 5 6 7 8 9 
Being away from crowds of people 1 2 3 4 5 6 7 8 9 
Being away from the demands of home 1 2 3 4 5 6 7 8 9 
Being with others who enjoy the same things 1 2 3 4 5 6 7 8 9 
Being close to nature in a unique place 1 2 3 4 5 6 7 8 9 
Learning the history of Tanzanian parks 1 2 3 4 5 6 7 8 9 
Learning about tribal cultures 1 2 3 4 5 6 7 8 9 
Learning about Tanzanian culture 1 2 3 4 5 6 7 8 9 
Learning about the history of Tanzania 1 2 3 4 5 6 7 8 9 
Experiencing new culture 1 2 3 4 5 6 7 8 9 
Experiencing excitement 1 2 3 4 5 6 7 8 9 
Experiencing something new 1 2 3 4 5 6 7 8 9 
Experiencing tranquility 1 2 3 4 5 6 7 8 9 
Relaxing physically 1 2 3 4 5 6 7 8 9 
Studying nature 1 2 3 4 5 6 7 8 9 
Thinking about who you are 1 2 3 4 5 6 7 8 9 
Developing a sense of self-pride 1 2 3 4 5 6 7 8 9 
Thinking about personal values 1 2 3 4 5 6 7 8 9 
Having stories to tell 1 2 3 4 5 6 7 8 9 
Having a change from everyday routine 1 2 3 4 5 6 7 8 9 
Talking to new and varied people 1 2 3 4 5 6 7 8 9 
Gaining travel experience 1 2 3 4 5 6 7 8 9 
Avoiding normal responsibilities 1 2 3 4 5 6 7 8 9 
Growing and developing spiritually 1 2 3 4 5 6 7 8 9 
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Section 3: These questions will help us learn about consumer preferences for 
sustainable tourism certifications that might be available to you.  
 
In questions 10 through 14, you will be presented a series of tables (see the two tables on 
the next page) involving different choices you might make about sustainable tourism certifications 
for package tours.  These certifications would be given by a national government to tour companies 
that operate in a manner that is environmentally, economically, and/or culturally responsible to the 
host community.  After the business applies for the certification, the government would evaluate 
the company based on defined guidelines and award or deny certifications as appropriate. We are 
interested in knowing if, on future vacations to Africa, you would prefer traveling with tour 
companies that have been certified as sustainable. Please imagine a future trip in which you are 
choosing between 3 package tours that offer very similar travel packages (they go to the same 
locations, are the same number of days, offer similar accommodations, etc.) in Africa that you are 
interested in.  Please carefully read the following definitions of the attributes before completing 
the section.   
 
 Environmental Certification – potential environmental certification levels are: 
o None – The company has not qualified for a environmental certification 
o Silver – The company follows procedures for minimizing adverse effects of interactions with 
wildlife and disturbances of natural ecosystems 
o Gold – In addition to the silver standard, the company implements practices to reduce 
pollution from noise, light, runoff, erosion, and air and soil contaminants 
 
 Cultural Certification – potential cultural certification levels are: 
o None – The company has not qualified for a cultural certification 
o Silver – The company follows established guidelines to ensure that local cultural norms are 
respected and that negative impacts on culturally or historically sensitive sites are minimized 
o Gold – In addition to the silver standard, the company contributes to the protection of local 
historically, archeologically, culturally, and spiritually important properties and sites 
 
 Economic Certification – potential economic certification levels are: 
o None – The company has not qualified for an economic certification 
o Silver - The company offers the means for local small entrepreneurs to develop and sell 
sustainable products that are based on the area’s nature, history, and culture 
o Gold – In addition to silver standard, the company offers free training for local residents 
interested in working in the tourism industry and ensures that all employees are paid a living 
wage 
 
 Extra Cost – The certification may require the company to perform actions that require additional 
effort to earn the certification and thus the trip is more expensive than a comparable noncertified 
trip.  Potential extra cost amounts are: 
o $5 per person per day (or £3)  
o $10 per person per day  (or £6) 
o $20 per person per day  (or £12) 





Please imagine choosing between 3 package tours that offer very similar trips in Africa 
that you are interested in. We want to know whether you would prefer companies 
with the various sustainable tourism certifications or companies without a 
certification. Note that there are no right or wrong answers to these questions. We 
are simply interested in knowing your personal preferences. Finally, if you are not 
interested in any of these certifications, please check “Tour company C - a company 
without a certification” for each question.   
 
10. Please indicate whether you would prefer tour company A, tour company B, or a company 
without a certification. 
Attributes 
 Tour Company A’s 
Certification 













None  Silver 
Extra Cost  $5 per person per day  $10 per person per day 
Given these choices, I would prefer… (check only one) 
        Tour company A   Tour company B 
        Tour company C - a company without a certification 
 
 
11. Please indicate whether you would prefer tour company A, tour company B, or a company 
without a certification. 
Attributes 
 Tour Company A’s 
Certification 













Silver  Gold 
Extra Cost  $10 per person per day  $40 per person per day 
Given these choices, I would prefer… (check only one) 
        Tour company A   Tour company B 






12. Please indicate whether you would prefer tour company A, tour company B, or a company 
without a certification. 
Attributes 
 Tour Company A’s 
Certification 













Gold  None 
Extra Cost  $10 per person per day  $20 per person per day 
Given these choices, I would prefer… (check only one) 
        Tour company A   Tour company B 
        Tour company C - a company without a certification 
13. Please indicate whether you would prefer tour company A, tour company B, or a company 
without a certification. 
Attributes 
 Tour Company A’s 
Certification 













None  Silver 
Extra Cost  $10 per person per day  $20 per person per day 
Given these choices, I would prefer… (check only one) 
        Tour company A   Tour company B 
        Tour company C - a company without a certification 
14. Please indicate whether you would prefer tour company A, tour company B, or a company 
without a certification. 
Attributes 
 Tour Company A’s 
Certification 













Gold  None 
Extra Cost  $5 per person per day  $10 per person per day 
Given these choices, I would prefer… (check only one) 
        Tour company A   Tour company B 




15. Were you previously aware of sustainable tourism certifications?   Yes   No  
 
16. What concerns do you have about sustainable tourism certifications? (check all that 
apply)   
 Costs to tourists          Costs to operators 
 Corruption           Ineffective at protecting the 
environment      Ineffective at protecting the culture   Ineffective at promoting 
economic development  Certified companies are no more responsible than non-
certified companies   
   
Section 4: These questions will help us learn more about Tanzanian tourists. 
 
17. Which country’s passport do you carry? ____________________________________ 
 
18. What year were you born?  ____________ 
 
19. What is your gender:   Male  Female  
 
20. What is your approximate annual household income before taxes (if you are retired 
please check the highest income you earned during your career)? 
(Apologizes to non-Americans:  £1 ≈ $1.60; CAN$1  ≈ $1.00; AUD1 ≈ $1,00) 
  Less than $30,000    $30,000 – $59,999      $60,000 – $89,999          $60,000 – 79,999       $80,000 – 99,999          $100,000 – 199,999  
  $90,000 – $119,999  $120,000 – $179,999      $180,000 – $299,999  
  $300,000 – $449,999  More than $450,000   
 
21. Which of the following best describes the highest level of education you have 
completed? 
   Some high school or less       High school graduate     
    Some college   College 
graduate  Post graduate school 
 
22. On average, how many days per year do you spend traveling for pleasure?_________ 
 
23. On average, how much money per year do you spend on travel for pleasure? 
 








24. Would you agree or disagree with the following statements about the role travel 













































































I overcome difficulties in travel by being 
persistent 
1 2 3 4 5 6 7 8 9 
I put forth substantial effort to plan my travels 1 2 3 4 5 6 7 8 9 
I am often recognized as one devoted to travel 1 2 3 4 5 6 7 8 9 
I have improved at planning vacations since I 
began traveling 
1 2 3 4 5 6 7 8 9 
I share many of the sentiments of my fellow 
travel devotees 
1 2 3 4 5 6 7 8 9 
I know of specific instances related to travel 
which have shaped my involvement in it 
1 2 3 4 5 6 7 8 9 
I work to improve my ability to plan my travels 1 2 3 4 5 6 7 8 9 
I have progressed in my ability to plan vacations 1 2 3 4 5 6 7 8 9 
I share in the sentiments that are common 
among travel enthusiasts 
1 2 3 4 5 6 7 8 9 
I am willing to exert considerable effort to plan 
my travels 
1 2 3 4 5 6 7 8 9 
I feel that I have made progress in my ability to 
plan vacations 
1 2 3 4 5 6 7 8 9 
I try hard to become more competent in 
planning travel 
1 2 3 4 5 6 7 8 9 
Others that know me understand that travel is a 
part of who I am 
1 2 3 4 5 6 7 8 9 
Other travel enthusiasts and share many of the 
same ideals 
1 2 3 4 5 6 7 8 9 
Others recognize that I identify with travel 1 2 3 4 5 6 7 8 9 
Since I began traveling, I have improved my 
ability to plan vacations 
1 2 3 4 5 6 7 8 9 
For me, there are certain travel related events 
that have significantly shaped my involvement in 
travel 
1 2 3 4 5 6 7 8 9 
If I encounter a difficult task in travel, I will 
persevere until it is completed 
1 2 3 4 5 6 7 8 9 
Others identify me as one dedicated to travel 1 2 3 4 5 6 7 8 9 
By persevering, I have overcome adversity in my 
travels 
1 2 3 4 5 6 7 8 9 
There have been certain high or low points for 
me in travel that have defined how I am 
involved in traveling  
1 2 3 4 5 6 7 8 9 
If I encounter obstacles in travel, I persist until I 
overcome them 
1 2 3 4 5 6 7 8 9 
For me, there are certain travel related events 
that have influenced my involvement in travel  
1 2 3 4 5 6 7 8 9 
Your contribution of time to this study is greatly appreciated.  Please return your completed 




IRB Compliance I 
Dear Dr. Norman, 
  
The chair of the Clemson University Institutional Review Board (IRB) validated the 
protocol identified above using exempt review procedures and a determination was 
made on April 28, 2011, that the proposed activities involving human participants 
qualify as Exempt from continuing review under Category B2, based on the Federal 
Regulations (45 CFR 46). This exemption is valid for all sites with a research site letter 
on file with the IRB. You may begin this study. ** 
  
The IRB will need a copy of the research clearance letter from the appropriate agency 
in Tanzania before you can begin Phase II of the study. You may not collect any data in 
Tanzania until a copy of the letter is on file with Clemson’s IRB. 
  
Please remember that the IRB will have to review all changes to this research protocol 
before initiation. You are obligated to report any unanticipated problems involving 
risks to subjects, complications, and/or any adverse events to the ORC immediately. All 
team members are required to review the “Responsibilities of Principal Investigators” 
and the “Responsibilities of Research Team Members”  
  
We also ask that you notify the ORC when your study is complete or if 
terminated. Please let us know if you have any questions and use the IRB number and 
title in all communications regarding this study. Good luck with your study. 
  
  




Nalinee D. Patin 
IRB Coordinator 
Clemson University 
Office of Research Compliance 











IRB Compliance II 
Geoff, 
  
Yes, this will be fine. 
  
Nalinee D. Patin 
IRB Coordinator 
Clemson University 
Office of Research Compliance 
Institutional Review Board (IRB) 
Confidentiality Notice:  This message is intended for the use of the individual to which 
it is addressed and may contain information that is confidential.  If the reader of this 
message is not the intended recipient, you are hereby notified that any dissemination, 
distribution, or copying of this communication is strictly prohibited.  If you receive this 
communication in error, please notify us by reply mail and delete the original message. 
  
From: geoff lacher  
Sent: Thursday, June 02, 2011 9:05 AM 
To: Nalinee Patin 
Subject: Re: Letter from Dr. Aloyce Nzuki in Tanzania (IRB2011-141) 
  
Nalinee, that is correct, it went to my spam box too for some reason.  Please let me 
know if that will suffice for our approval. 
  
-Geoff 
On Wed, Jun 1, 2011 at 4:10 PM, Nalinee Patin  wrote: 
Hello Geoff, 
 
 I received an e-mail from Dr. Aloyce Nzuki in Tanzania. Is this your contact person in 
Tanzania? The e-mail went into my spam box, and I want to verify with you before 


















 Font, Xavier X.Font@leedsmet.ac.uk to me 
 
  
Yes of course you can. I would be happy to discuss your thesis on Skype or if you are 
not ready for that, to read what you are writing. Xavier  
 
Sent from my HTC 
 
----- Reply message ----- 
From: "Richard Lacher"  
To: "Font, Xavier"  
Subject: Permission to include figure in dissertation 
Date: Wed, Apr 11, 2012 16:42 
Dr. Font,  
 
I am a PhD student currently finalizing my dissertation "Serious Tourism and 
Consumer Preferences for Sustainable Tourism Certifications".  I wanted to ask 
permission to include a figure you created in my literature review.   It is figure #2 in 
your 2002 article "Environmental certification in tourism and hospitality: 
progress,process and prospects" Tourism Management 23 (2002) 197–205.  Labeled as 
"Fig. 2. The players in tourism ecolabels. Source: updated from Font (2001a)." The 
figure is copied below. 
 
 
Please let me know if you would approve of the inclusion of this figure in 
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